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Reaction-stirring 
package colors... 
crisp Teal Blue, 
virile Russet ... 
STOP customers, 
make commanding In new end-label design information is super-legible, ‘ 3 
: | gondola, aisle table, specifying paper, grade, weight, finish and size. Saves ‘The big 
pareR shelf or window you selling time, simplifies store management. Novel —e 
THPEWRITER | displays that trigger color-coding makes stock-checking easy. Elmer G. 
buying action. of Sales, 
nicke ad) 
a greater 
buying n 
20,000,00 
ses SELLS RESELLS 2 = 12 natior 
New fold-back cover Improved package features, easy going all 
keeps paper clean, easy identity . . . and the same TOP ing schec 
to reach in desk drawer quality of contents ream after cessful G 
or stock room. Its ream will bring satisfied custom- Colorful 
fumble-free convenience will ers back for Eaton’s Berkshire paign ar 
sell Eaton’s to many new customers. Typewriter Papers again and again. in full « 
appear r 
Eaton has engineered bold new merchandising strength into the entire rg 
Berkshire Typewriter Paper line, to sell more of America’s foremost atten 
typewriter paper for you. The new Berkshire packaging combines all you need year ‘rot 
for top-selling performance and gives your customers all they demand in Wernick 
package convenience and paper quality. Write Mr. L. G. Morris, 
Sales Manager, for samples, merchandising and profits information. Each ad 
Ke dramatiz 
} Pe ey: % features 
~ Berkshire equipme 
.) Typewriter Papers Executis 
liner E 
Chairs, 
EATON PAPER CORPORATION, PITTSFIELD, MASSACHUSETTS * Showrooms: NEW YORK, 475 Fifth Ave. + CHICAGO, G6 N. Michigan Avé Supplies 
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New 1959 Ad Campaign will feature over 
10,000,000 Sales Messages in 12 Magazines 





“The biggest, hardest-hitting advertising 
campaign in our history,” is the way 
Elmer G. Rahe, Vice President in Charge 
of Sales, described the 1959 Globe-Wer- 
nicke advertising program. “We'll reach 
a greater number of influential people in 
buying management through more than 
20,000,000 advertising sales messages in 
12 national magazines,” he said. “We’re 
going all out with this increased advertis- 
ing schedule to make 1959 the most suc- 
cessful Globe-Wernicke year ever.” 

Colorful ads in the dynamic new ’59 cam- 
paign are illustrated above. These ads, 
in full color and black and white, will 
appear regularly in Fortune, U. S. News 
& World Report, Newsweek, Business 
Week, and other important, influential 
national magazines—to cfeate continuous 
year round interest in the famous Globe- 
Wernicke line of metal business equipment. 





Each ad appearing during the year will 
dramatize the advantages and exclusive 
features found only in G/W_ business 
equipment. Individual key lines, such as 
Executive Techniplan, Techniplan, Stream- 
liner Equipment, Fine - Rest Aluminum 
Chairs, Metal Files, Filing Systems, and 


Supplies will be pre-sold in full-page, full- 
color ads, 















In addition to this high-frequency na- 
tional advertising campaign, a power- 
packed Sales Aid Program will give G/W 
dealers additional sales impact at the local 
level. This complete package, including 
newspaper mats, complete consumer liter- 
ature with dealer imprinting service, point 
of sale displays, comprehensive product 
catalogs and radio-TV material, is avail- 
able to all G/W dealers. 





Greater Profit 
Best Reason for 
Becoming G/W Dealer 


Highly profitable sales come easier when 
you can offer your customers the entire 
line of Globe-Wernicke’s metal business 
equipment. And because G/W equipment 
will always be available to your customers 
in the same color and style as their orig- 
inal G/W purchase, you'll receive more 
repeat business. You'll also have the cost- 
cutting advantage of being able to order 
all your office furniture, equipment, and 
accessories from one reputable source for 
greatly simplified inventory, consolidated 
purchasing, and superior service. Clip and 
mail the attached coupon today to learn 
how easily you can revitalize your busi- 


ness by becoming a G/W dealer. 








New Salary Savingram Demon- 
strates Sec-Trays® Savings 
with “Twist of the Dial” 


By merely setting the dial as instructed, 
an employer can read what he will save 
every week, every year when he furnishes 
his typists with G/W’s patented Sec-Tray 
stationery compartment. 

The G/W Savingram is a circular chart 
that shows instantly actual dollar and cent 
savings an employer can achieve using 
Sec-Tray. He simply sets the Average 
Weekly Salary of his typists under the 
Number of Typists in his office, and reads 
both weekly and annual savings in the 
window below. 

The chart is based on an impartial mo- 
tion study by universally accepted stand- 
ards of Methods-Time Measurement, which 
proved a typist’s work out-put could be 
increased up to 15% by using the G/W 
Sec-Tray. 

G/W’s exclusive Sec-Tray fits under the 
Arc Swing typewriter platform, adjacent 
to the typewriter where supplies are re- 
quired, eliminating tiring reaching, turn- 
ing, twisting for supplies. It increases a 
typist’s accuracy and efficiency, allowing 
her to get more work done in less time. 













The Globe-Wernicke Co. 
Dept. DM-2 
Cincinnati 12, Ohio 


Information on this page interests me. Please 
send me details on a Globe-Wernicke Dealership. 


Name 





Company. 





Address. 
City. 





State. 
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International Paper announces 
dazzling new SPRINGHILL, BOND 


Amazing new bond paper is actually whiter than surgical 
cotton—yet costs no more than “off-white” bonds! 


BOUT A YEAR AGO, a brilliant new bond 
A paper started rolling off a machine 
at International Paper’s Mobile mill. 

It was extraordinarily white. Countless 
tests by a famous research laboratory 
proved that it was measurably whiter 
than surgical cotton, salt, even chalk! 


Extremely printable 


Springhill Bond is more than just white. 
It’s level and uniform, too. And crisp. Just 
try to pick up a sheet without making a 
crackling noise! 

We insure excellent printing results by 


cutting a sample ream from every reel 
and having it tested on actual printing 
presses. Springhill Bond is made to order 
for offset and letterpress printing. 

Compare Springhill Bond for white- 
ness, for finish, for opacity, for “crackle.” 
We think you'll agree, you just can’t offer 
your customers a finer unwatermarked 
bond. 

New Springhill Bond and Mimeograph 
are available in white and six colors in a 
full range of stock sizes and weights. The 
Springhill line is also available in Dupli- 
cator and Ledger papers. 


Look for this attractive new design. Hand: 
“zip” openers on 812 x 11 reams. All carte® 
polyethylene-lined to control humidity. 


INTERNATIONAL PAPER 220 East 42nd Street, New York 17, N.Y. 
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A discussion of “fair trade” has 
been under consideration by our staff 
for some time and now the time 

© seems ripe to get a few of the pros 
Hand cons in print. This we have 
done on page 24. 

Other articles this month include 
‘something on page 30 on the prob- 
lems of a dealer facing eviction be- 
Vfore the steamroller of urban re- 
Ndevelopment. A story on page 28, is 
P inspirational — we hope it will “in- 
pspire’” you to more creative selling. 

The winter we are having re- 
minds me that 12 years ago I was 
rin the Antarctic, earth’s last frontier, 
»as a Naval correspondent — manip- 
Pulating words on paper with pencil, 
pen and typewriter. We have new 
frontiers in space, but wherever 
you find modern man and his need 
) to communicate you will still find 
the products of a stationer. Six 
| survivors of a polar plane crash who 
) were stranded two weeks in a bleak 

wasteland of snow told me _ that 
among the most precious things they 
salvaged were a pencil stub and pa- 
per with which to keep a diary. 

Less than two years ago I was in 

a Dakota farm field when Dr. David 
Simons of the Air Force landed 
from a record balloon flight. One 
of his first observations after a day 
and a half in the air, much of that 
time above 100,000 feet, was to con- 
firm the fact that the earth is round. 
Then he showed a message he had 
penned to his wife and children 
from the edge of space. 

If this is man’s year to crack the 
space barrier, we can be sure that 
our industry's products will play an 
important part in the planning and 
execution of such a project. 


on Peck 
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Dear Reader 


Capsule Comments 


VOL. 39, NO. 2 


A Letter From Washington 
New Products 


In My Opinion 
By Harold O. Shively 


The Pros and Cons of Fair Trade 
Paddocks Finds A Way To Do It Better 
Urban Development: What's In It For You? 
How To Show Off Your Valentine Cards 
You Can't Stock Everything 

By Dr. Gordon Cross 
The Duplicator Market Is All Around You 
Stapler Sales Rise With Proper Display 
News People and Events 
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Reader Service 


COVER PHOTO: R d orr g t of 

erange, green, yellow and beige file 

drawers is a novel design feature in 
aye Morton Salt’s new headquarters building BPA 
~<a j in Chicago. Looking like colorful stacked 

building blocks, the files also serve as 


room divider. (Photo courtesy General 
Fireproofing Co.) 





MODERN STATIONER is published monthly by Davidson Publishing Company, Publication 
office, Waseca, Minnesota; Editorial and Executive offices, 405 East Superior Street, 
Duluth 2, Mi ft Busi offices, 250 Fifth Avenue, New York 1, New York; 
Marshall Reinig, president; Robert Edgell, executive vice president; Harold OO. 
Shively, vice president; Anita Reinig, secretary; Gene Kuefner, treasurer. Single copies 
30c. Subscription rates, $3.00 per year; Canada and foreign, $5.00 per year. 








foga-t-ti-me > 40a-Me-T-T--meAl aa) 
eq) =+-1 0), me.) -1 0). .- eo O), ae a 4-1 eA Ol Oley - hile). 


Gibson covers the complete gift market with a full range of styles, subjects 


and prices in handsomely crafted combination photo-memory albums. In 
addition to acetate photo insert pages and/or grey mounting pages, these 
beautiful albums contain complete, illustrated sections for recording all the 
important memories and data of the occasion. Display them at point of sale 

Your customers will appreciate the good taste and fine quality inherent 


in all Gibson albums 
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WHEN YOU WERE VERY SMALL 4 ~~ 
G8102 é 
Ee 

8 x 10% in. 8% x 10% in. 9% x 10% le 
GUESTS OUR WEDDING BOOK PHOTOGRAPHS 
B348 B4035/19 

ass 


9x11, in. 











$577 B208/6 j ‘ a : $587 





i| 9% «1m 
SCHOOL SNAPSHOT ASSORTMENT PICTURES, SCRAPS 'N TREASURES 


Baby Albums * Wedding Albums ° Le. 
Teenage Books * Musical Albums , 
* Photo Albums * Guest Books ° USC — wn ° 


Jeweled Albums * Anniversary Books 
* School Memory Albums OR 


9% =x 10% in. 








HAPPY DAYS AT 
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A IEO csiition of the 
Keith Clark Catalog is 
now available. 


Hee to stationers. 


Write for your copy. 


The Calendars that work for you. 


oo 2? 


MODERN BASE COLORS 


Planned in the modern tradition, Keith Clark high-style calen- 
dars blend with every office decor. Bases are available in 
walnut brown, modern office gray, clear pastel mist green, and 
desert tan. 


MODERN PACKAGING 


Keith Clark refill pads are packaged the modern way in 
sparkling DuPont MYLAR (Trade Mark). Always fully protected 
from soiling, fingermarks, and wear, pads maintain clean fresh 
look... packaging never tears or comes apart at seams. Cus- 
tomer always sees what he’s buying. MYLAR surrounds KEITH 
CLARK refills to LOOK better, SELL better. 


MODERN FEATURES 


KEITH CLARK calendar bases are streamlined for maximum 
visibility and the correct angle for writing comfort. Refill pages 
are BOLD and easy-to-read with plenty of room for notes. 


Current date is large and holidays are in red for easy recog- 
nition. Consecutively numbered days, past and ahead, are on 
every page. 


Three major page styles to meet every work requirement. 








KEITH CLARK, INC. 
Office: 1451 Broadway , New York 36, N. Y. 
Plant: Sidney, N. Y. 




































DEFIANCE 
ESK CALENDARS 


Complete selection of standard Defiance Desk Calendars ine 


PERFECTION Pad Style Calendars. 


Choice of two regular sizes — 5” x 8” or 4” x 
pads. Size 5” x 8” available in three pad styles; 
Style SD 580 this month and next month with a 
daily day and date. 


Style SD 520 three months at a glance with 
showing current daily date and numeral. 


Style SD 520A same as SD 520 but with hal 
appointment schedule. 


Size 4” x 634” in Style SD 460 only. 
(Similar to Illustration) 


Also Professional size 6%” x 10” pad with 1§ 
ute appointment schedule. 


All Perfection Calendars provided with strea 
bases in lustrous plastic (Walnut or Gray) and 
new magnifying headband for yearly calendar, 


\ 





GEM Book Style Calendars. 


- owt Choice of 
—) gx JUMBO GEM $D170 (3%4” x 6” Pad). 
Gy 7 aed S Left-hand page has half-hourly appe 
a, Ven keebe\ schedule, right-hand page for memoranda, 

ky ag (Illustrated at left.) 


aN or GEM SD190 (3” x 334” Pad). 

YQ, U Left-hand page with present and future 
and with large red date; right-hand page 

‘ present month and large red date. 


Also SCHEDULE-A-DATE — Left-hand 
gives future date by days, weeks and 
a ae for one year in advance. Right-hand page 
\ pen It al as JUMBO GEM. 


GEM Calendars are provided with § 
bases in lustrous walnut, modern gray, 

green, and desert tan or with steel base 
bronze enamel. 





For a Memory like an Elephant [ret A, 


~~ ) Defiance Calendar| 


aes 


[APSULE COMMENTS 





“No king ever wielded a sceptre more powerful than a five-cent pencil in the 
hands of an American citizen when he writes his Senator or Congressman.” — 
Sen. Norris Cotton, New Hampshire. 

* * * % 
“The hard core of cost which remains constant or increases gradually over the 
years is the clerical and supervisory costs necessary to process a company’s paper- 
work. In good times and bad, the number of units of paper to be processed re- 
mains about the same . . . Automation of paperwork will certainly speed it up, 
but if you automate already wasteful paperwork, it is like compounding a felony. 
Ahead of mechanization should come the searching study, the selective analysis 
and the firm action to discard all duplicate, extra controls, and all the nice but 
unnecessary records and reports. One often is forced to the conclusion not that 
a computer be installed but rather that the present systems be reviewed for im- 
provement and simplification.” — Heard at 27th Annual Conference, Controllers 
Institute of America. 

* * * * 


Because college graduates are reported increasing four times as fast as the popu- 
lation, “you are facing an increasingly sophisticated consumer, one who is less 
apt to be impressed by the ‘hard sell’ which has been so characteristic of much 

. advertising of the past few years.’ Norman H. Strouse, president of J. 
Walter Thompson Co., ad agency. 


* * * * 


The feminizing of writing instruments has brought forth additional suggestions 

for “a fountain pen with perfumed ink’ and “ballpoint refills in high fashion 

colors.” The latter idea comes from.a woman who would love to be able to carry 

on her correspondence in Wedgewood blue, lavender or even brown ink and she 

does not want to go back to the fountain-type pen to satisfy her ink-color preference. 
a * * * 


“Remember, in the hands of every salesperson at the point-of-sale are placed all 
the assets of the store, its past reputation and its future destiny.” — Fred H. 
Bresee, vice president, Bresee’s, Oneonta, N. Y. 

* * * * 


“It isn’t generally realized, even by some large retailers, that approximately 60 
percent of this nation’s total retail volume is done in about 15 hours of the week. . . 
During these peak hours the percentage of walkouts is simply staggering . . . be- 
cause, among other reasons, of the decline in both oral selling on the retail floor 
and pre-selling.” .E. B. Weiss, at Point-of-Purchase Advertising Institute meeting. 
* * * * 
Look for beige, the nation’s 1958 color favorite to extend its reign through 1959. 
Faber Birren, Monsanto color consultant, expects to see sandalwood, pink, oyster 
white, light green, turquoise, light blue, yellow, light gray and rose rounding out 
the top ten in that order. 
* * * a 


The trick in self-service is to allow customers to browse. Phrases like, ‘May I help 
you?” or “Is there something I can do for you?” are sudden death to sales. Employees 
are urged to offer a friendly smile, a cheerful “good morning” or a nod of recogni- 
tion to help customers feel more at home in the store but they are taught not to 
hover, not to intrude. However, sales people are trained to spot confused or 
puzzled customers and diplomatically say something such as, “Is there something 
you can’t find?” or “Did you find what you wanted?” Check-out cashiers are 
also trained to greet customers with a smile and to use customer names whenever 
possible. — Variety Store Merchandiser. 
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New From Reynolds! 
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IUMINUM FOIL GIFT WRAPS! 


Reynolds’ DESIGNS-FOR-GIVING Collection— 
The most exciting event in gift-wrap history! 


Never before, gift wraps like these! 


EXCITING NEW FINE-ART DESIGNS! BRILLIANT NEW COLORS! All original creations by world-famous 
artists. Over one hundred items created as four distinct lines. Each line in depth. Depth of 
colors, patterns and sizes — to help you move gift wraps in volume all year long. 


FOR EVERY GIFT MOOD! At last, gift wraps that truly express the individuality and sentiment 
of the giver and the gift...expressing warmth and joy, friendship, fun, love! 


COMPETITIVELY PRICED! These elegant and sumptuous gift wraps are textured on Reynolds 
luxury-quality aluminum foil — yet are priced to retail from 50¢ to $2.75. 


Reynolds’ DESIGNS-FOR-GIVING Collection includes: YEAR ’ROUND SERIES, 
FUN WRAP SERIES, SPECIAL EVENT SERIES and CHRISTMAS SERIES. All of them 
tested and proven under competitive sales conditions with astonishing results. 


Be sure and see this wonderfully different line at first hand when our 
representative calls...or at the Los Angeles show in January, the New York and 
Chicago shows in February. Or write today for a preview brochure. 


Available in new view-window Tray-Paks and Cutter-Paks, as well as rolls. 


% ) 
req... DECORATIVE FOIL DIVISION NATIONAL ADVERTISING 
t _\ 101 South Robertson Bivd., Los Angeles 48, Calif. Reynolds will announce DESIGNS FOR GIVING 
in four-color, full-page ads in THE NEW YORKER, 
VOGUE, SEVENTEEN, and LADIES HOME JOURNAL, 


a\ Ly p>) beginning early in 1959. 


uit WwrOps designs to sell every doy ANNGD, holidays! 
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People differ, just as handwriting does. 
Olivetti portables, complete with all the 
important features of office typewriters, 
satisfy owners of widely differing needs 
and tastes—from teen-age students to 
sophisticated travelers. Olivetti portables 
offer full profit opportunities to the dealer, 
full value to the customer, and are backed 
by unique advertising. Find out how 
you can become an Authorized Olivetti 
dealer. Write Portable Division, Olivetti 
Sales Corporation, 375 Park Avenue, 
New York 22, N.Y. 
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MODERN STATIONER AND 
OFFICE EQUIPMENT DEALER 
Washington, D. 

January 15, 1959 


The Internal Revenue Service is making a start on drafting regulations 
which will spell out exactly what records taxpayers must keep and for what 
length of time. The existing regulation orders records to be kept "so long 
as the content thereof may become material in the administration of any 
internal revenue law." Taken literally, the regulation says that all re- 
cords must be kept forever. 





Making taxpayers hold records for long periods of time helps IRS 
enforcement and investigating staffs, but the agency is finally coming 
around to the view that the costs may outweigh the gains. The cost to 
business firms of maintaining mountains of records is deductible from 
taxable income and so lessens the Treasury's revenues. The occasional 


windfall resulting from a successful fraud prosecution probably does not 
equal the overall loss. 


The first step will be to end requirements for taxpayers to hang on 


to records thet do not relate to their own taxes but help in prosecuting 
others. 


Proposals for still higher payroll taxes to pay for increased social 
security benefits will be examined by the House Ways and Means Committee 
later this year. The Welfare Department is scheduled to report to the 
Committee by February 1 on costs of various types of medical care for per- 
sons on the social security rolls. 





There will be no action in 1959 on the proposals, but a big push will 
come in 1960, an election year. Congress has never yet failed to increase 
social security benefits in an election year. 


A group of two dozen direct mail experts met with Commerce Department 
officials recently to plan a special survey designed to determine whether 
increases in postage rates seriously affect business promotion efforts. 





Plans for the study were drafted by the Printing and Publishing 
Division of the Business and Defense Services Administration in response to 
a provision in the last postal rate increase bill which directed that an 
"impact" study be conducted in 1959. 


If the study shows a serious hampering effect, Congress may vote to 
halt presently scheduled additional increases in second and third class 
mail. Though many of the higher rates are now in effect, a further increase 
in second class mail goes into effect on January 1, 1960, and the final 





round in the bulk third class mail increase is scheduled to take place on 
July 1, 1960. 


After a trial run of the questionnaires to be used is made early this | 
year, the Census Bureau will conduct the nation-wide survey in July or 
August, using a sampling of the 235,000 holders of third class mail permit 


Organized labor's drive to achieve enactment of legislation to extend 
the wage-hour provisions of the Fair Labor Standards Act to retailers and 
to boost the minimum wage from the present $1 per hour to $1.25 was set in 
motion in the first days of the new Congress. Bills on the subject were 
prepared by both House and Senate members, Little action is likely during 
the first session. The real pressure will come in 1960. 





Pressure is building up for new aid to small business, despite a 
general reluctance in both Congress and the Administration for any sort of] 
tax relief. Small business organizations claim the limited relief granted 
by the last Congress has turned out to be virtually non-existent. 





Sen. John Sparkman (D., Ala.) of the Senate Small Business Committee 
contends that what relief was granted last year went almost entirely to 
small manufacturers and missed small retailers and wholesalers. He wants 
enacted a bill to permit partial deductions for increased investment in 
a small business. This would allow deductions for amounts paid out to in- 
crease inventories. The inventory build-up deduction narrowly escaped 
being included in the small business bill in the 85th Congress. It was 
defeated in the tax-writing House Ways and Means Committee by a single vo 


Objections to the 1958 small business tax bill by more than 50 
associations and organizations representing small firms include: (1) The 
20 percent write-off of depreciable assets in the first year offers al- 
most nothing for distribution and service businesses which have only small) 
investments in depreciable assets. In addition it is only a tax deferral, } 
not a tax saving. (2) The loss deduction for investments in small busines@ 
is tax relief for the investor not the business. It also gives no relief 
for investors in non-incorporated businesses, which make up 85 percent of 
the nation's small business firms. (3) Though installment payment of the 
estate tax provides minor relief to small businesses, they would prefer a 
provision for estate tax anticipation certificates which could be purchased 
before the death of the principle owner of a business. 


The "balanced" budget advocated by the Administration is virtually im 
possible to achieve. Some of the estimates in the budget are suspect, but 
even if they are correct, Congress won't go along. 





The estimated receipts of some $77 billion include about a half billié 
to come from a new postal rate increase, which Congress is not expected to 
enact. They also anticipate that the tax take will jump some $9 billion 
over fiscal 1959. The Administration's estimate of new spending at about 
$77 billion is unrealistic. Mandatory expenditures such as interest on th 
public debt, various veterans' and farmers’ benefits have apparently been 
deliberately scaled down so as to present a balanced budget. 


Receipts of about $76.5 billion, expenditures in excess of $81 billiom 
and a deficit of more than $4.5 billion would be a more realistic outlook.™ 
This is still better than the current year's deficit of $12 billion, the J 
largest red ink figure since the final year of World War II. 
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ACTUAL SIZE HERE’S YOUR CHANCE TO 


{Too dig to get it all on this page) 


“A Double Your Protits 


ON DICTIONARY SALES 


VE B STE Re S FROM NOW TO MARCH 1, 1959 


1 FREE for 10! 


VEW WORLD HERE'S HOW IT WORKS OUT IN DOLLARS AND CENTS 


») | CT] ONARY you order GET 41 $40.50 $74.25 $33.75 


“The Experts’ 
Dictionary” 


USED AND RECOMMENDED BY 
JAMES THURBER SEAN O'CASEY 
STUART CHASE CLIFTON FADIMAN 
ERLE STANLEY GARDNER 
ERSKINE CALDWELL RALPH McGILL 
PALMER HOYT ASHLEY MONTAGU 
and scores of others 


142,000 words defined 
(10,000 more than any other 
desk dictionary) 
1,760 pages 
(300 more than any other 
desk dictionary) 
€ = = More than 3,100 terms 
illustrated 


Officially approved 


at more than 1,000 colleges 
and universities 


Preferred in modern 
business houses 


“THE FIRST TRULY NEW 
DICTIONARY IN MORE 
THAN THREE DECADES” 


Nationally advertised 
the year round 


TIME LIFE 
NEW YORKER 


among others 


m WEBSTER’S NEW [WORLD 





That’s right — | ORDER | cost | SEECII@ | prorit 





for every 10 








you get an 
extra copy 


30 
GET 33 | $119.48 | $222.75 | $103.27 





f ! eat es $234.90 | $445.50 $210.60 
ree: 








100 
GET 110 | $384.75 | $742.50 | $357.75 





























DICTIONARY 
NEWEST! BIGGEST! FASTEST SELLING! 


DICTIONARY A , DICTIONARY Z 


Display it 
alongside any 
other desk 
dictionary 
and watch it 
outsell all 
competition. 


.,AND JUST LOOK AT THIS DISCOUNT SCHEDULE: 
5 copies—40% 25 copies—41% 
50 copies—42% 100 copies—43% 


CLIP THIS COUPON NOW — MAIL IT PROMPTLY 
ot oe oe oe oe es ee OFFER EXPIRES MARCH 1, 1959 m= om coe moe ce cm com oom om ony 


Please ship the order of thumb- 
indexed Webster’s New World 
Dictionary, College Edition, 
checked below @ $6.75 a copy 
less discount indicated, it be- 
ing understood that we are to 


THE WORLD PUBLISHING COMPANY, Dept. M : 

i 

l 

receive 1 FREE bonus copy I 
i 

I 

I 

' 

j 


2231 West 110th Street, Cleveland 2, Ohio 





for every 10 ordered. 


0 10 at 40% discount 
O 30 at 41% discount 
0 60 at 42% discount 
CF) 100 at 43% discount City. Zone__State 7 
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Norcross scores again with... 


SOMETHING NE' 


NORCROSS =» 


STUDIO “FLIP-FLAPS” > 


A brand-new kind of rib-tickling surprise 
as you flip open every card! The secret’s in 
the ingenious new die-cut construction— 
first time ever in studio cards. 





Here’s exclusive new design, new humor 
that will set your customers laughing—and 
buying like crazy! Order now—the sooner 
you get these cards, the sooner you start 
collecting extra profits! 


Ask your Norcross salesman about all 
the great new lines of Norcross Studio Cards. 


And be sure you get the new Norcross 
window display, window streamer and rack 
sign. They’re free—and they’ll boost your 
sales of studio cards! 


Brand-new, too! 
Norcross Studio 
“Cut-Outs” 


New cut-out silhouette 
shapes—another great 
new idea in studio cards! 
Be sure to see the full line 
—it’s terrific! 
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THERE'S ALWAYS SOMETHINGIE 








i STUDIO CARDS! 
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Electric Stapler 1 


An electric stapling machine that 
can fasten 100 sheets of paper to- 
gether as easily as it can staple 
two sheets has been developed by 
The Bates Manufacturing Co. Call- 

ed the C-H 30 Electric Stapler, 
Me the machine is unique in that it 
, es MOE” uses two interchangeable stapling 
Ae. a heads. For everyday jobs, one of 
the stapling heads, the Bates Model C, produces its own 
staples from a roll of brass wire which has a capacity of 
5,000 staples. The other stapling head, the H-30, uses pre- 
formed, high carbon, chisel pointed staples which are capable 
of fastening up to 100 sheets. The heavy duty head takes 
three different size staples. The two stapling heads can be 
easily and quickly interchanged 


Teleprinter 2 


The Olivetti Teleprinter, de- 
veloped in Italy, has been introduc- 
ed on the American market by 
TelAutograph Corp. Aimed toward 
wire communications, private and 
telegraph-and-integrated data pro- 
cessing systems, the teleprinter in- "amma 
corporates such improvements as two-color printing; automatic 
answering and querying; automatic start-stop; end of line 
lock; reperforating; portability and variety of keyboards, in- 
cluding the standard typewriter keyboard. The equipment 
punches or reads five channel perforated tape and is the same 
size and weight as an electric typewriter 


Shelf File Units 3 


New, low build-up type 
letter and legal units have been 
designed by Dolin Metal Products to 
meet the growing need for 
economical shelf filing of active and 
semi-active Available in 
two basic styles as one shelf and 
two shelf units, each shelf provides 
a full 35 filing inches. Made of 
heavy gauge steei throughout, 
shelves are slotted on 1” centers 
for removable steel dividers. Units 

can be built to any height and width for efficient operation 


Embossed Label Maker 

Embossed labels can be made “on- 
the-spot” with Dymo’s Midgie Labeler 
and Dymo Tapes. A wide variety of 
half-inch wide tapes are available 
vinyl, plastic, aluminum, copper, stain- 
less steel, zinc, lead, etc. When the 
label is finished, it can be attached 
instantly because of special pressure-sensitive adhesive backing. 
Tapes also are available without adhesive backing. When the 
letters are embossed on plastic, the raised area changes color 
This results in great legibility with white letters against a blue, 
brown, red or green background. The labeler handle holds a roll 
of tape and the machine has a built-in hole puncher and cut-off 
blade. Price of the Midgie Labeler is $47.00 


cost, 


records 


18 


Rawle 


ooucT 


Utility Ball Pen 

The newest Ferber writing j 
ment is the 
‘utility’ ball point pen that ig 


to produce 16,000 feet of uninte 
ed, uniform writing for 39 cents, 
an extra fine point for audit 


draftsman, 


comes equipped with a plastic 
protector and a movable deep. 


clip. 


64-Pack Crayons 


Advance Crayon & Color Corp. 
has introduced a new ‘64’ package to 
its line of Color Craft Crayons 
and paints. The new package is 
divided in the center by a plastic 
crayon holder with built-in sharp- 
ener. Each section has two com- 
partments, with the back sections 
raised to make crayon selection easy. 
Each crayon wrapper matches the 


it 


Long 


is 49 cents. 


Neetline 


The 


(as = & x 


actual color of the hexagon shaped crayon. The new package his 


a suggested retail price of $1. 


Stapler Merchandiser 


A complete stapling depaftim 


including 


display 


merchandi 


staplers and staples as well as 
up stock, in a highly polished 
finish cabinet, is offered by 
line, Inc. The cabinet has indi 
slotted shelves and two board 
in’ which 
staples are nested for disp 
front of each machine, along 
rail, is a plastic price strip he 
The cabinet has an illuminated header that is back-lighted 
fluorescent tube and shows the individual dealer's name. 
are test areas and demonstration boards for both staplers 


staple guns. The cabinet, free 


to all 


stapling 


stationers 


machines 


in a 


merchandise deal, is 42” wide, 20” deep, and 42” high. 


Audio Visual Sales Aid 

The Charles Beseler Co. has in- 
troduced the Salesmate, a new desk- 
top automatic sound slidefilm viewer 
in an attache case, to automate the 
outside salesman. Weighing 19 
pounds, the Salesmate looks like 
a piece of business luggage covered 
in honey-colored calf-vinyl. One side 
opens to reveal a built-in screen 
which resembles a 17” television 
screen. The unit shows up to 150 


still pictures, accompanied by 121/. minutes of sound a 
fidelity tape. The pictures, either black and white or in @& 
are automatically synchronized with the sound. Rewinding’ 
eliminated because film and tape are on continuous loops. Opa 
tion involves merely plugging in the unit and pushing a bullit 
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new economy adding machine by Oj re. re. O . x 


aplers 
a 


me economy priced to speed sales———continuous-duty design assures 


r - — wf minimum servicing to preserve profits———4-way guarantee builds 
UU 


customer confidence————the famous “addo-x”’ features include: 
direct subtract repeat add and subtract direct-action func- 
tion keys——total and subtotal in red symmetrical, interlocked 
keyboard-——7/8 capacity——sensationally low list price $198.50 


for details phone, wire, writes “addo-x”’, 300 Park Ave. New York 22, Pl 5-5420 


- - - for more details circle 103 on last page 





by ANCO | NEW PRODUCTS 


Pen Merchandiser 
For the first time since 
introduction in 1955, the Scripto & 
Station is completely redesigng) 
It offers a compact way to merch 
the complete Scripto line of wa 
instruments, with items from 1§ 
to $1.95, in less than one square 
of counter space. The stand is desg 
as pilfer-proof and easy to 
Another plus feature is $5 in 
goods. 


STUDIO EASELS 


NO. 250 IMPERIAL EASEL 


A professional studio easel with added support 
on both sides of center post. Large canvas 
holder and utility tray with palette holder fully 
adjustable by means of metal ratchet... 
designed te provide better support’for large 
canvases. Adjustable metal stabilizer 

and other hardware plated to resist corrosion 


List price $15.00 


tS Ofiging 


vice 


FOB: Glendale, L. | 
Cigaret Case 
New in function 


' 
Oh 
the “Snap It’ cigaret case, introduced 


NO. 83 MASTER E4ASEL by Rolfs. Made to hold regular, queen 

and king size cigarets, the case flips 

open and snaps shut with the touch of a 

finger. Open, it holds the cigarets at a 

convenient angle. Closed, the foam 

padded leather exterior has a softly 

contoured silhouette. Available in all 

Rolfs Setmaker designs, the ‘Snap It” 2 
cigaret case can be matched with other i 
leather accessories or sold as an individual 
$3.50. 


and appearance is 


Anco’s traditionally popular studio easel now 
even better than ever! New unique 
construction provides easier adjustment of 
tray and canvas holder with built in palette 
hoider. Large easy tightening thumbscrew- 
and-steel plate assembly prevent tray 
slipping even with 100 Ib. weight. 





item. The price 


List price $12.00 FOB: Glendale, L. 1! 
Please write for literature mentioning this publication. 


Catalog Rack 1 

A new item by Wescal Wire hold 
a complete set of telephone books 
catalogs upright when not in use, ye 
opens to any page quickly 


ANCO WOOD SPECIALTIES, INC. 


GLENODOALE 27, - Y. 


and easil 





NO. 350 
PRESENTATION 
EASEL 


t 


CA 


T. M. reginered 


At last, a well constructed, 
reasonably priced lecturer's 
easel... which won't tip 
over! For sales presentations, 
lectures, demonstrations, 
displays. 


$25.00 ListPrice 


FOB: Glendale, L. |. 


| 





EASELS MADE OF WOOD STAND UP BETTER! 


@ 28” x 36” chalkboard with padholder @ 2 28” trays (2nd 

tray for storage) m Easy height adjustment: 44” to 80” = 

Portable = Compact @ Solid construction m Attractive finish 
Please write for literature mentioning this publication. 





ANCO WOOD SPECIALTIES, 


GLEN DAU ee. YY. 


* - + for more details circle 105 on last page 


without removing books 


holder. Available in standard 


colors, the rack measures 14” by iii 


Office Machine Pad 
Raymond Packer Co. 


a complete 


1S offering 

selection of patented 

office machine pads. The new 

Packer Pads, available in nine dif- 

ferent sizes, prevent sliding, bounc- 

ing and creeping of all office 

machines, increase typewriter platen 

shaking and protect desk and table 

tops. Constructed of durable hard- 

board with metal binding, the pads 

have a multi-preen bottom to pre- 

vent movement of pad while a moss rubber top keeps 
stationary. Rear legs are raised to absorb the extra weight 


in the rear of most office machines. Pads range in price fro 
to $5.50 retail. 


Throw-away Markers 


A new felt-tip marking pen is 
ed by Diagraph-Bradley, Inc. The 
4-inch by 14 inch diameter al 
barrel holds a sufficient supply OF 
for hundreds of average marking 
A specially designed valve holds” 
until a downward pressure 
felt allows the instant- ‘ying in 
saturate the tip. There is 
necessary, the company says, 

marker is designed and sold at a price which pt 
expendable. Available in seven brilliant colors and black 
markers are shipped in display carton, one dozen per boxe 


(Continued on page 62) 
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new!...convenient!... the biggest profit- 
maker Lindy has ever offered the dealer! 


COUNTER SALESMAN 


- STOCK *9 
ROTATING alu PERMANENT DISPLAY - S 


ALL THE FASTEST SELLING LINDY Ball Point Pens in one concise attrac- 
tive selling display unit that rotates so customers can buy their favorite 
LINDY. Pens from any one of five sides. And the display is FREE! 


4 








price 


rae) 


2 007.49¢ REFILLS | 


Retail Value Counter Salesman Merchandise $78.96 
Retail Value 2 Dozen Refills 11.76 


TOTAL RETAIL VALUE $90.72 
YOUR COST 48.24 


HERE'S WHAT THE LINDY 47% PROHT FOR YOU 42.48 


COUNTER SALESMAN CONTAINS: 
ASSORTED COLORS 
z. #460 LINDY Utility Pens 
39¢ each 
1 doz. are on display Kite loys DEALERS: 
are packed in storage bin Buy back-up stock of exactly the same mer- 
2, #445 LINDY Jr. Pens chandise listed and receive an Extra Free 
29¢ each : Goods Bonus of 
Joz. #474-M LINDY 1 


Beeach nn 888 24 New Pocket-Purse 5° 


Joz. #465-L LINDY Laundry & Dry 


Cleaning Marking Pen: 59 7.08 * 
72. #460-F LINDY Auditor's Per ivf y “ Ze) 


#467-F LINDY Steno-Pen 
49c each 


Sains 1BUil-Commonian se RETAIL VALUE 49¢ each $11.76 
) 49 each 8 TOTAL RETAIL VALUE $193.20 
#630 LINDY Flyers YOUR COST 96.48 


») 49c each 


#640 LINDY Vu-Pen: 
#620 LINDY Featherweight 


» $1.00 each 12.00 
RETAIL VALUE *78.96 FOR FULL INFORMATION WRITE...WIRE...OR PHONE: 
LINDY SALES €CO.9601 W. Jefferson Bivd., Culver City, Calif. 


NAME 


* NON-REFILLABLE PENS * *RETRACTABLE PENS 


Rotating Counter Salesman 
Metal Display Stand FREE 


ALL LINDY PRODUCTS ARE UNCONDITIONALLY GUARANTEED 





ADDRESS 
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Special 
profit 
package 


Join Nu-Kote's big birthday celebration 


To celebrate this first year of NU-KOTE success— 
and capitalize on the selling power of its 3 to 1 
durability over ordinary carbons and its smudge- 
proof, smear-free copies—NU-KOTE dealers are 
invited to join our “Happy My Birthday” promo- 
tion. Here’s a program that will really increase 
your sales because it’s loaded with free sales material 
for you and your salesmen to bring in new accounts. 
Window trim and displays are also included for 
your point-of-purchase sales. And considering the 


r = 
DEALER SALES DEPARTMENT, BURROUGHS CORPORATION, DETROIT 32, MICHIGAN 


0) I’m a NU-KOTE Dealer and would like full information on 
NU-KOTE’s “Happy My Birthday” promotion. 


C) I'd like to know what selling areas are still available for NU-KOTE. 


NAME 


way NU-KOTE has sold in the past year, this 
promises to be a way of gaining real profits at no 
extra cost . . . the icing on the cake! 


Naturally, you'll want to hear more. So clip the 
coupon and find out how you can cut yourself a 
slice of the birthday profits! 


P.S. There are still some choice NU-KOTE selling 
areas available. Just check the coupon for 
information. 





FIRM NAME 





ADDRESS. 





ZONE STATE 





| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
4 
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cutter” and “discount 
are among the most 
emotion-packed words in modern 
retailing, in our field as well as 
others. 

If all of the stationery and office 
equipment dealers in the country 
could be gathered in one room and 
away found to measure and channel 
their reaction to these words, I’m 
sure we would get quite a charge. 
There is another word that is I’ke- 
wise explosive. It is ‘‘control.’’ None 


ve p rice 
house” 


of us wants control of our business 
taken from us. As a result, each of us 
is facing conflict on the matter of 
fair trade’. 

On the following pages we have 
something to report on this subject 
of price competition. Two oppos- 
ing views of a federal “fair trade” 
or “resale price maintenance’ law 
are presented, one by a well-known 
stationer and the other by a re- 
spected economist and educator. 

Let me here urge each of you 
to read the comments of these men. 
One statement you'll note is apropos 
at this point: “Since this is one of 
those things which affects every- 
body, it is in danger of becoming 
nobody's business.” Don’t let it be. 
Make it yours. 

We have strict laws which pre- 
vent manufacturers from conspiring 
to fix prices or restrain trade. Only 
recently the gummed paper makers 
were the target of an FTC com- 
plaint on this score. These are the 
laws that make it possible for the 
dealer, when he is buying, to com- 
pare prices as well as quality, serv- 
ice, delivery dates and all the other 
things that are considered in choos- 
ing a supplier. 

Similar |aws prevent retailers from 
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Opinion 


For Your Decision 


conspiring to fix prices. Our own 
trade associations are very much 
aware of laws and of the 
limitations they place on association 
work. There can be no price-setting 
agreement, but members can _ be 
educated through research and sta- 
tistical reports to hold the line on 
prices. An gross profit 
margin can be determined and every 
dealer can be exhorted to aim for 
this figure or something better. 

Under widespread “fair trade” 
there would be no need for this 
roundabout cajolery. Manufacturers 
would determine the markup for 
their products, and the government 
would stand behind this decreed 
price. Dealers would surrender a 
measure of control over their opera- 
tion in return for protection from 
price cutters. 

Do you want the protection, or 
the controls? 

Most independent dealers in our 
field would like to have some items 
“fair traded,” the items that other 
outlets have found a way to sell 
cheaper. But I doubt that many 
would want to be told what to 
charge for every one of the five 
or ten thousand items they stock. The 
latter arrangement would leave no 
reward for the dealer who finds a 
cheaper way to operate and wants to 
increase sales by passing along a 
price advantage to customers. He 
could take advantage of his opera- 
ting ingenuity by taking bigger prof- 
its, but this would not benefit con- 
sumers and would do nothing to 


these 


average 


expand the dealer's trade. 

There are a number of half-mil- 
lion-dollar dealerships in the country 
which have grown from one-man 
stalls since World War Il. I have 
a hunch that many of these grew 
to their present size through hard 
work, shrewd operating, modern 
methods and, most likely, a little bit 
of “bargain pricing. 
better to say they “passed along 
their savings’ to the consumer. But 
the competition street 
probably calls it “price cutting.” 


It might sound 


down the 


Would effective ‘fair trade” ham- 
per such taking 
away the flexibility? Or 
would it increased gross 
profits to hasten the growth? In 
other words, is it proper and pos- 
sible for a manufacturer to consider 
all variables and establish prices for 
all and alter them frequently enough 
to keep pace with changing times? 

We hope we can help you find 
your answer. 

Stationer Sidney Butterfield of 
Smith & Butterfield, Evansville, Ind., 
says in this issue that a federal re- 
sale price maintenance law is good 
and necessary if this country’s small 
businessmen are to survive. 

Professor Clare Griffin, who has 
taken an opposite stand in Con- 
gressional hearings, says the long- 
range effect of such a law would be 
to eliminate progress in the field of 
distribution. 


development by 
tools of 
provide 


Let me again urge you to examine 
both and do it with an open 
mind. 


Masel O Shively 






















Sidney Butterfield, President 
Smith & Butterfield 
Evansville, Ind. 


Clare E. Griffin 
Professor of Business Economics 
School of Business Administration 

University of Michigan 


\s the National Stationery and 
Office Equipment Assn. has de- 
cided to canvass its membership to 
establish what stand if any, our As- 
sociation should take on fair trade, 
this article is presented to you out- 
lining the history and the advantages 
to you of approving an NSOEA 
stand in support of fair trade. 

As businesses are classified on a 
national basis, stationers and the 
various manufacturers supplying the 
stationer are classed as “small busi- 
nesses.” 

Small businessmen throughout the 


THE PROS and CONS | 


I: the last Congress bills were in- 

troduced to re-establish the prin- 
ciple of resale price maintenance, 
euphemistically called “fair trade.” 
Resale price maintenance means, in 
brief, that the seller of a branded 
product (usually the manufacturer) 
can specify the price at which the 
product will be resold by retailers. 
Since the retailer has become the 
owner of the goods, this arrange- 
ment between the seller and the new 


(The views of Professor Griffin are condensed from an article in the November, 1958 
issue of Michigan Business Review, with permission of the author and the editor.) 


PRO 


A dealer says be sure to vote “Yes” when the 
question of a federal fair trade law is raised 


by Stduey Sutterfield, Statiouer 


CON 


Is this one of those things which affects every- 
body and is in danger of becoming nobody's 
business? Here is a spokesman for consumers 


by Clare E. Griffin. Economist 
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nation, manufacturer, wholesaler an¢ 
retailer alike, are all painfully aware 
of the erosion and declining strength 
of fair trade. Our traditional Ameri. 
can way of doing business, under the 
time-proven fabric of state fair trad 


























laws, has deteriorated on many oy 
fronts. 8 
Today fair trade is fully effective pe 
in but 29 states, and is partially ef. eet oe 
fective in 15 states. The success-of Oliver 
fair trade’s enemies is also grimly Se wre 
reflected in the skyrocketing rate ? 
of small business failures. es 
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agreement in restraint of trade. 
The “fair trade” laws were passed 
by most of the states during the 
thirties and were backed up by feder- 
al enabling legislation which would 
remove them from possible stri¢ 
tures of the United States antitrust 
laws. It seems rather clear that the 
object of these laws was to limit 
the possibility of certain retailers 
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fyture and very existence of small 
business in America becomes clouded 
with uncertainty. 

For proper consideration of the 
problem and issues involved in this 
article, perhaps a brief history of 
fair trade may be helpful. 

Until the Miéles decision in 1911, 
the majority of court decisions — 
sate and federal, including the 
United States Supreme Court 
upheld the validity of resale price 
contracts as to both 
intrastate and interstate commerce. 

In the Miéles decision a divided 
United States Supreme Court held 
that, so far as interstate commerce 
was affected, such contracts were in- 
valid under the Sherman Act. Justice 
Oliver Wendell Holmes dissented. 
He wrote: 

“.. T caanot believe that in the 
long run the public will profit by 
this Court permitting knaves to cut 
reasonable prices for some ulterior 


maintenance 


\ 
a 


cutting below some standard price. 
They, therefore, had an obvious im- 
pact upon various new types of 
retailing, including in recent years 
the discount houses. In the past 
decade, however, a number of court 
decisions, both by state courts and 
the United States Supreme Court, 
have greatly reduced the effective- 
ness of these laws. For this reason, 
and also possibly for purely busi- 
ness policy reasons, a number of 
manufacturers have renounced their 
previous standard price policy. Many 
had believed, and some of us had 
hoped, that we had seen an end 
to so-called “fair trade.’ But the 
bill in Congress last summer, soon 
to be introduced again, is designed 
to overcome the legal objections, and 
thus it is hoped by its sponsors to 
reinstate the practice of resale price 
Maintenance. 

It is easy to see why some people, 
particularly the “regular” retailers, 
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purpose of their own, and thus to 
impair, if not destroy, the production 
and sale of articles which it is as- 
sumed to be desirable that the public 
should be able to get.” 

It is important to note that in the 
Miles decision no constitutional ob- 
jection to resale price maintenance 
was urged. Therefore resale price 
maintenance legislation was the an- 
swer. 

Efforts to secure national legisla- 
tion permitting resale price main- 
tenance failed and, beginning in 
1931, proponents of fair trade went 
to the individual states for relief. 

The first fair trade statute, enacted 
in California in 1931, legalized re- 
sale price maintenance contracts be- 
tween manufacturers of brand, name 
or trademarked products and their 
resellers, but only if the products 
were in free and open competition 
with similar commodities of the 
same general class. Many resellers 


AIR TR 


might like to prevent others from 
offering reduced prices, and it is 
not surprising that various retail as- 
sociations are quite vociferous in 
their support of this policy. Promi- 
nent among these have been retail 
druggist associations. The consumers 
of the country, on the other hand, 
have an interest, but since this is 
one of those things which affects 
everybody it is in danger of becom- 
ing nobody's business. 

It is, however, the business of the 
economist to consider the general 
welfare and for this reason I feel 
that the economists’ views should 
be set forth. 

Almost unanimously the econo- 
mists of the country are agreed on 
the desirability of trade and in ob- 
jecting to restraints placed upon 
it, whether between individuals, or 
parts of the country, or between 
countries of the world. They also 
are agreed on a specific aspect of 


signed such contracts with manu- 
facturers. 

However, that did not eliminate 
predatory competition, as dealers spe- 
cializing in price-juggling refused 
to sign fair trade contracts. 

In 1933 the California Fair Trade 
Act was amended by the addition of 
the famous “nonsigner” clause. This 
clause provided that willfully and 
knowingly selling below minimum 
prices established by a Fair Trade 
contract was unfair competition, 
whether the price-cutting dealer was 
or was not a signer of a Fair Trade 
contract. The amended law gave the 
damaged party a right of action 
against any reseller selling below the 
minimum. 

In 1936 the United States Su- 
preme Court in a unanimous deci- 
sion upheld the constitutionality of 
fair trade legislation. 

By 1937, 42 states had enacted 


fair trade statutes but there was 


this freedom of trade, namely that 
price fixing by government, and even 
more by individuals or groups of 
individuals, is undesirable, and spe- 
cifically, they are preponderantly op- 
posed to restraints of any form upon 
price competition. 

Older laws sought to legalize re- 
sale price fixing by permitting a 
manufacturer of a branded product 
to enter into a contract with a dealer 
by which the latter agreed to abide 
by the specific price or the minimum 
price set by the manufacturer, and 
(here was the heart of the plan) 
all other retailers became bound 
by this price upon receiving notice 
of it. It was this feature, the so- 
called nonsigner clause, which sev- 
eral courts declared unconstitutional; 
and removing this clause rendered 
the state laws ineffective. 

The proposed law avoids this 
issue by granting to the producer 
the right to specify the price by 
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some doubt whether resale price before the United States Supreme 
maintenance contracts were per- Court was whether the Miller-Tyd- 
mitted in interstate commerce. ing Act permitted enforcement in 


interstate commerce of a fair trade 
price schedule against a noncontract- 
ing reseller. A divided Supreme 
Court held that the noncontracting 
reseller was not bound to adhere to 
the minimum price schedule. 
Enactment of the McGuire Act in 
1952 overcame the Schwegmann de- 


Therefore, Congress, in 1937, en- 
acted the Miller-Tydings Act. It 
made lawful the employment of 
the Fair Trade law of one state by 
a citizen of another state. 

Through enactment of the Miller- 
Tydings Act, Congress signified its 


recognition of the overwhelming 


conviction of the states (eventually 

45 passed fair trade laws) that fair 

trade is in the public interest. 
Then came the Schwegmann deci- 


cision and filled the gap Congress 
unintentionally left open in the 
Miller-Tydings Act. 

Unfortunately the McGuire Act 


sion of 1951. Constitutionality was 
not at issue. The narrow question 


also had a loophole a catastrophic 
one that permitted discounters to 











“No manufacturer of national stature can depend upon a handful of discount 
houses or predatory ‘big stores’ to move his entire production. He needs — and 
this nation needs — the thousands of small retailers to get his product to the con- 
sumer quickly and at reasonable cost. This is modern, progressive merchandising 
with all of the economies and other benefits of the mass-distribution network. So 
that this system may be sustained and extended, there is need for national price 


stabilization legislation.” 








printing it on the package or other- 
wise, and then it becomes unlawful, 
with a few exceptions, for anyone 
to sell it at a lower price. If such 
a bill is passed, then federal law 
would grant this right, whereas the 
old federal law merely permitted 
the states to pass fair trade laws if 
they wished to do so. 

I oppose a bill like this primarily 
because it legalizes restraint of trade. 
This is legal language for saying 
that it makes it lawful to restrict 
competition. On this broad ground 
it is not an exaggeration to say that 
the principle of resale price main- 
tenance strikes at the basis of our 
free enterprise system. Since this is 
a very sweeping statement, reasons 
should be given for it. 

We in this country regard com- 
petition as the chief regulator and 
the very heart of our system. It 
provides the necessary stimulus for 
seeking out better methods for cost 
reduction, both for goods and for 
services. It is true that even under a 
system of legalized monopoly there 
would be some stimulus to cost 
reduction, but under such a system 
there would be little pressure to bring 
the benefits to consumers. Competi- 
tion consists of rivalry between 
people to serve other people well. 


26 








cross state lines by mail order anj 
sell products at cut priccs in fai 
trade areas. The resultan damag, 
was compounded as more and mop 
nonsigners were immunized againg 
penalty by court decisions invalidg 
ing the nonsigner clause of state 
fair trade acts. Today fair trade lay, 
do not exist in five states or the 
District of Columbia. In 15 state 
nonsigners are not bound. That leayg 
only 29 states in which fair trad 
is applicable to both signers ang 
nonsigners. 

The effect on} small business of 
the failure of fair trade is typified 
by this example. 

In 1951 after the Schwegmann d& 
cision, a vicious price war broke out 
in New York City. Figures wer 
obtainable by tabulation of warranty 
cards received by a manufacturer 
Sunbeam Corp. 

The percentage of Mixmastes 
sold by the largest competitors is 








“Sellers should be free to offer their goods on any basis that they desire. If som 
of them wish to offer the most complete service — convenience of location and th 
amenities that some consumers may want and be willing to pay for — they should 


be free to do that. 


if others wish to sell their products with a minimum of service 


and at the lowest possible price, they should be able to do that, and the consume 
should have free choice between these alternatives.”’ 








This competition appears in many 
forms. In retail trade there is loca- 
tion, service of many forms, number 
and types of sales persons, credit 
terms, delivery, after-sales service 
and finally price. In short the re- 
tailer offers a bundle of goods and 
services and under free competition 
he will have to offer them at a price 
that is attractive to buyers. If he 
succeeds he will stay in business; 
if not he will be eliminated or at 
least his volume and importance will 
decline. This is the discipline of the 
market. 

In any kind of an economic system 
it is necessary to determine who 
should be able to use economic re- 
sources to perform desired functions. 
It is obviously desirable that this 
task should be assigned to those who 
can best perform it. It is also ob- 
vious that these persons themselves 
cannot be the sole judges. One way 
of answering this basic question 
would be for government to allo- 
cate resources and determine who 


should use them. This would be 
thoroughgoing socialism. Our alter- 
native, and I believe the only feasible 
alternative, is to rely upon the free 
working of a profit and loss system 
Under it, those who can make profit 
and avoid loss will survive, and 
thus the basic problem is solved 
without the intervention of govern- 
ment power. 

In short, then, we in the American 
system rely upon this force of com 
petition to provide the necessaty 
discipline that must exist in aay 
society in which the well being o 
all of us depends upon the efforts 
of all others. And the chief reason 
that in the United States businessmen 
generally are relatively free to com 
duct their affairs in their own wWaj 
is the fact that in general this com 
petitive discipline does exist. 

Not only is this freedom from 
arbitrary control valued for its own 
sake but if we inquire why the 
United States has the highest leve 
of productivity and economic well 
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roke out fF Bloomingdale Brothers 2.6 percent 
res were and Wanamakers, which refused to 
warranty participate in the price war, .0 per- 
facturer, JB cent. Thus by a short 10-week cam- 
pign, three retailing giants were 
ixmastes § able to corner 74.1 percent of the was estimated 
titors in market, with Macy's share of the 
—_—_-—— 
Ht som INS 10 the world, I would put 
n and th @ {ist of all the fact that this method 
ey show’ B of allocation of resources has in 
of servic general put them under the con- 
consumer = 
trol of those who are best able 
to administer them. 
The principle of free competition 
ould be § is expressed in our Sherman Act, 
ur alter § Clayton Act, and in other antitrust 
feasible B laws. While it is true that individual served 
the free § businessmen may chafe at the limita- 
; system — tions on their ability to avoid com- Long-time 
Ke profit petition which these acts impose, | States 
ve, and® think it is greatly to their credit 
; solved B that they still recognize the funda- 
govern @ mental wisdom of these laws. 
The principle of resale price main- 
\merican B tenance is clearly in violation of the 
of com § principle of free competition. If it 
recessaty B did not restrain trade there would 
in any § be no necessity of such laws. They 
eing of are designed as very special excep- 
» efforts B tions to Section 1 of the Sherman 
f reason ® Act which prohibits agreements in 
nessmen ® festraint of trade. Agreements on 
to con® price constitute a clear violation of 
wn way the Act and the effect of the pro- 
1is com § posed bill is to eliminate competition 
az: on price between wholesalers and 
n from® ‘ctailers. It does this even more ef- 
its own § fectively than would outright agree- 
yhy the ment among competitors. 
st level The merit of competition as a 
ric well # Principle is indeed recognized even 
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New York City luring the normal 


setiod preceding the price war was 
5 follow Macy’s 3.3 percent, Gim- 
bel Brothers .5 percent, Blooming- 
jaie Brothers .4 percent and Wana- 


makers .2 percent. The total of these 


mounted to 4.4 percent of the en- 
ire sales of Mixmasters in New 
york City during the period before 


the price war. The balance of the 
pysiness was done by approximately 
500 other Sunbeam retailers, large 
ind small, who were located in 
New York City. 

During the 10-week price war 
those competitors’ percentages 
changed as follows: Macy's 56.2 per- 
cent, Gimbel Brothers 15.3 percent, 





“What happened to Mix ter can h 





rr 


the absence of national price stabilization legislation. 
dealers in New York City when a product was driven down to below wholesale 
cost can happen in every city of America.” 


to every brand, name or trademark in 
What happened to 1,500 





market leaping from 3.3 percent to 
56.2 percent. 

The data is from the complaint 
of Sunbeam Corp. v. R. H. Macy 
(10-27-51) Civil Action 70-313, U. 
S. District Court, S$. D., N. Y. 

What happened to Mixmaster can 
happen to every brand, name or 
trademark in the absence of na- 
tional price stabilization legislation. 
What happened to 1,500 dealers in 
New York City when a product was 
driven down to below wholesale cost 
can happen in every city in America. 
It is small wonder that in the of- 
ficial report (January, 1952) of the 
U. S. Senate Small Business Com- 
mittee there was this comment: “It 
that 20,000 of the 
approximately 105,000 small retailers 
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in the New York area would have 
been forced into bankruptcy if the 
price war had continued for six 
months.” 

If you say, “How will the dis- 
counter affect our business?’, then 
I ask how would you like to have 
a store a few doors from you sell- 
ing a nationally advertised brand 
of fountain pens at a discount up to 
33 1/3 from list? This happened 
to Harry Holmlund at Scranton’s 
Book & Stationery Co. in Rochester, 
N. Y., and to Art King at Ward’s 
in Boston, Mass. 

From our own experience, we sold 
about 26 portable typewriters of one 
brand at list during the school sea- 
son of 1957. A discount house open- 


(Continued on page 66) 





in the proposed bill in a requirement 
that manufacturers who wish to avail 
themselves of the resale price main- 
tenance privilege must themselves 
be in competition with other manu- 
facturers. But distribution is just as 
important as manufacturing and it 
is hard to see why if it is so im- 
portant that competition be pre- 
in production it would 
not also be preserved in distribution. 
trends in the United 
indicate that distribution is 
becoming an ever more important 
part of our economy. When you 
make it possible for a manufacturer 
to require all retailers to sell a prod- 
uct at the same price, you have to 
that extent eliminated price com- 
petition between them. 

As a result of the general ac- 
ceptance of the principle of compe- 
tition, I think no one would pro- 
pose in general terms that firms A 
and B and C, doing business in the 
same line of trade, should be allow- 
ed to agree on the price which they 
will charge. Such a proposal would 
stand little chance of being accepted. 
In view of the general opposition 





which could be anticipated, this led 
to seeking an indirect way to ac- 
complish the same result. If A and 
B and C could not agree on price, 
it must have occurred to them that 
the same result could be attained 
if X (a manufacturer or wholesaler) 
would impose a uniform price on 
A and B and C. Thus the trouble- 
some price competition could be 
eliminated. 

I assert that the principal merit 
of this and other resale price main- 
tenance bills has been subterfuge. 
Why should retailers who wish to 
restrain price competition not come 
forward and ask for permission to 
make agreements One reason is 
that they know very well that the 
public would not stand for it, and 
so this indirect approach was chosen. 
Moreover, it must have occurred to 
the pioneers in so-called ‘‘fair-trade”’ 
that this indirect limitation was 
superior to an agreement among 
retailers because, using the terms of 
our illustration, it brought D and E 
under control whether they consent- 
ed or not. 













(Continued on page 64) 





“You cannot protect the vested interests which wholesalers and retailers have in 
their existing ways and existing price structures and at the same time enjoy the 
fruits of progress in this important field of distribution.” 
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the needs 1a 
ts to Pa 1c 
Stuart Street 
This is Paddock's Stationers, 320 Stuoe ‘You's 


Street, Boston, a store which boosts busing. orders f< 
by having salesmen uncover ineff ciencies i ; 





prospects’ offices and suggest cures, to boost ; 
that they ne 
ling, Sa) 
method we 
effective 1: 
proach. 

**] ook for the obvious’’ is a sf “Very f¢ 


ing motto which not only give each day 

salesmen from Paddock’s larger sala ‘model off 
but one which gains customer confi latest furn 
dence as well, according to Samyd{§ ind smooth 
Kaplan, president, who trains his oy. tinues. “In 
side salesmen to uncover inefficiencies obvious 11 
and needs in prospects’ office pro ployees anc 
cedures. because the 

Curing the problems and fillin ff No remedy 


s 
Pewee ge | 





Paddock’s Finds 
A Way To Do It Better 


The “better mousetrap” theory has its place in the office supply 





field. By solving minor problems for customers in the manner 


described here, you pave the way for major sales on future calls 





“One of 

needs,” sa 
a floor m 
floor or ri 
the caster: 
tell the m 
from his ¢ 










Samuel Kaplan, left, president of Paddock's, points out to one of Mr. Kaplan shows a secretary how to make better use of her des 
his outside salesmen that many firms have neat stockrooms, but lack space by placing catalogs and publications frequently referred 
a safe way to reach the top shelves. A three-foot ladder is the in a vertical steel separator. 

answer. 
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ie needs has brought increasing prof- 
#< to Paddock’s Stationers, Inc., 320 
Swart Street, Boston. 


"You've got to do more than take 
aders for office supplies in order 
«o boost sales or convince customers 


that they need more of what you are 
glling,” says Mr. Kaplan. “A sales 
method we use which has proved 
fective is a problem-solving ap- 
proach. 

“Very few of the offices we visit 
ech day are what you might call 
model offices,’ equipped with the 
test furniture, machinery, supplies 
and smooth running systems,” he con- 
inues. “In fact, many offices have 
obvious inefficiencies, which em- 
sloyees and managers are unaware of 
because they are too close to them. 
No remedy is sought until complaints 





“One of the most 


a floor mat or 


the casters aren't working right, 


from his desk."’ 
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easily detected office 
needs,” says Mr. Kaplan, “is the need for 
new chair casters. If the 
floor or rug beneath the chair is worn or 
you can 
tell the minute a person moves to get up 


1959 


are registered by higher-ups about 
poor work output. We make it our 
business, tactfully of course, to bring 
these inefficiencies to the attention of 
managers and to suggest ways to do 
the job better. 

“For example,” explains Mr. Kap- 


count the number of 
times I have seen a well-designed 
stockroom, with items arranged care- 
fully on the shelves and categorized 
neatly, and then watched an employee 
stand on a milk case or carton to reach 
top shelves. This is an obvious defect 
in the stockroom operation and one 
which invites accidents. In broaching 
this to the customer, we point out 
that a 3-foot ladder would be both 
safer and more efficient. We sell may- 
be two dozen ladders per year merely 
by recognizing an office's need for 
one and pointing it out.” 

Every time a Paddock’s salesman 
walks into an office, he looks for a 
form of inefficiency which impedes 
the work flow, such as the lack of 
a letter opening device or machine, 
according to Mr. Kaplan. 

“Any office which receives more 
than 200 letters per day needs a let- 
ter opening machine,” he says, “yet 
we often see secretaries opening stacks 
of 200 and 300 letters with finger- 
nail files, hairpins or anything that 
happens to be handy. Opening mail 
this way not only wastes time, but 
can damage the contents of the en- 
velope. We point this out to the cus- 
tomer and further explain that he 
can cut up to 75 percent from the 
time used to open mail by using a let- 
ter opening machine. When prospects 
realize the saving in dollars and cents 
that such a machine represents, they 
usually end up buying. By keeping 
our eyes open for this sort of in- 
efficiency, we sell about three dozen 
letter opening machines each year, 
either electric or manual. 

Another office fault near the top 
of Mr. Kaplan's list is the inefficient 
use of one calculator or adding ma- 
chine by several employees. 

“Many offices,” he has noticed, 
“are set up with five or six people 
using the same calculator, which gen- 
erally is kept on a table or on one 
employee's desk. This means that each 
of the other workers must leave his 
desk and take his work with him in 
order to use the machine, often in- 
terrupting the work of the person 


lan, “I can't 






closest to the machine's permanent lo- 
cation. This is a time-wasting, trouble- 
some situation which can be easily 
corrected. 

“In a case like this we always 
suggest that the office manager add 
an extra length of wire to the calcu- 
lator and place it on a table with 
wheels. Making the machine mobile 
keeps people at their desks where 
they work best without disrupting 
others. This simple suggestion has 
won us a substantial amount of busi- 
ness and also the appreciation of many 
customers.” 

Another easily spotted office prob- 
lem, Mr. Kaplan says, presents itself 
when you see someone trying to get 
up from his desk when the chair has 
faulty casters or the rug beneath the 
chair is worn. “It's quite a struggle 
when the wheels won't turn or when 
they get caught in a hole 

“We make a note of the situation, 
but say nothing about it until our 
next visit to the office. Then we take 
along a set of casters and a 
mat. 


floor 
Having these items on hand 
to correct the problem is far more 
effective than pointing out to a person 
that he needs a floor mat or new cas- 
ters for his chair. It's better to demon- 
strate the improvement. Nine out of 
10 times the floor under the 
chairs and the new we have 
inserted stay in the office when we 
leave.” 

Mr. Kaplan points out that although 
these problems may seem small, pro- 
viding a solution can yield big divi- 
dends. 

“Customers appreciate our concern,’ 
he says, ‘‘and realize we are not trying 
to high pressure them when a definite 
need is brought to their attention 
or a particular problem is ironed out 
for them. The result is that they buy 
from us when they are in the market 
for office machinery and furniture 
and look to us, in many cases, for 
advice in streamlining their office sys- 
tems. 

“We have a two-fold approach to 
uncovering office inefficiencies and 
problems,” Mr. Kaplan. 
“First, we keep informed on new 
products that may do a job better for 
the office worker. And second, we 
have a concept in mind of an effi- 
ciently run office system and we keep 
our eyes open every time we enter 
an office.” 


mats 


casters 


concludes 
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URBAN REDEVELOPMENT: 


This is the man and this is his problem. 


Edward Granfield, Sr., has had to revise ty 


retailing patterns of a lifetime to make way for urban redevelopment in Ne 


Haven, Conn. 
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Many stationers each year are faced with the threat neighbors 
given nc 
points,” 


Mr, G 


eagerly for new sites and a few ar 
constructing their own building 
Those firms which own their ow 
buildings are not in too difficult ast 


of eviction, as our big 
A New Haven dealer 


cities pull down and rebuild 
first hand 


discusses the dilemma and what he’s doing about it 


with experiencs 


N ew Haven is on the move. Under 

its young mayor, Richard Lee, the 
historic city has plunged itself into a 
multi-million dollar rebuilding pro- 
gram. This includes the tearing down 
and rebuilding of 138 acres in the heart 
of the business district. Smack in the 
middle of the section slated for demo- 
lition lies several blocks of choice 
business locations and many thriving 
firms. One of these is run by Ed- 
ward Granfield, stationer in New 
Haven since 1932. 

Mr. Granfield’s situation is not 
unique. Scores of other stationers 
across the country have been faced with 
the same problem and have had to 
solve it as best they could. Many 
others will face this problem, as more 
and more of our cities take stock of so- 
called “urban decay” and attempt to 
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renovate their business districts. 

“T’ve worked on Crown Street, man 
and boy, for nearly 50 years,” Mr. 
Granfield reflects, “and I am naturally 
loath to see the old stamping grounds 
go under. However, what is good for 
New Haven is certainly good for me 
and my business, even if it does pre- 
sent short term problems. The decis- 
ions which are made today in solving 
these are extremely crucial, though, 
for they will determine the extent to 
which we are able to weather this 
storm with the least inconvenience and 
loss of business.” 

Merchants on Crown Street and the 
adjoining streets, Mr. Granfield ex- 
plains, are facing removal within the 
next few months. Some, in fact, have 
already relocated in areas not slated 
for demolition. Others are looking 


uation, as they are getting a fair pre 
for their property. The firms who at 
really hurt are the smaller ones wh 
rent. Since there is no redress for los 
of trade, relocation for them can be: 
cruel blow. 

Many smaller firms, Mr. Granfield 
feels, will be put out of business byt 
location. Even those firms in the aft 
who are not faced with removal wil 
have to withstand the shock of seeing 
a large part of their clientele, bu lt 
over many years, shifted to ofhtt 
neighborhoods and other sources # 
supply. The business future of thes 
supposedly unaffected firms is clouded 
almost as much as if they themselits 
had to move, 

What, exactly, will take the plat 
of the well-established business 
Crown Street? According to city plat 
ners, the redeveloped area will consi 
of a major department store, a hole 
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possibl} one of a major national 
chain), parking ramps and a shopping 
eater drawn somewhat along the lines 
of the suburban centers that skirt New 
Haven on all sides. It is hoped and 
planned that many of the displaced 
irs will return to occupy sites in 
this center. 

“If the Crown Street redevelopment 
works out the way the city planners 
sy it will,” says Mr. Granfield, ‘the 
result will be a better climate for busi- 
oess in New Haven generally. But the 
fact remains that the prevailing busi- 
ness conditions of the redeveloped area 
an still not adequately be predicted 
from the practical point of view of the 
retailer thinking of renting space there. 

Mr. Granfield, like most of his 
fellow Crown Street merchants, has 
sot committed himself to returning to 
the street after it has been redeveloped. 

I would certainly think long and 
hard before doing so,” he says. “I 
want to know what other merchants 
are going to do. I want to know what 
the new rents will be, and who my 
neighbors will be. So far I have been 
given no assurance on any of these 
points,” 

Mr, Granfield, in the present situa- 


tion, has what he describes as ‘‘an ace 


in the hole.” Some time ago he pur- 
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chased a building out to the edge of 
the city’s business center in an area not 
sloted for demolition. The building's 
original purpose was to store his large 
inventory of office equipment and to 
act as a base for truck deliveries. It 
has included some showroom and dis- 
play space for furniture. Now, if need 
be, Mr. Granfield can move his entire 
operation to the new location perman- 
ently. 

As things stand now, Granfield’s is 
still doing business at the old store, 
although neighbors on both sides have 
moved out — a music store and a 
beauty salon. During the holiday sea- 
son, the city opened a temporary street 
to take the place of one of the main 
access streets which had already been 
closed. Walk-in trade has dropped 
considerably at the stationery store 
during the past six months. 

In order to keep his customers in- 
formed, Mr. Granfield sent out a bul- 
letin on company letterhead, noting in 
it that “it is surprising how many 
friends who visit our store are un- 
aware that we are in the path of this 
project. 


The bulletin includes a map of the 


downtown area, showing the location 


of the new store. It gives a timetable 
for Granfield’s move and explains 


ees SR 


what stock and which services are 
available at the two stores. Included 
is an offer of fast transportation from 
one store to the other “should the 
need arise.’ 

These excerpts from the bulletin 
show how the New Haven dealer is 
meeting the problem. 

“It will be with sincere regret that 
we give up our quarters .. . We have 
been advised by the New Haven Re- 
development Agency that we probably 
can remain in these quarters until 
September of 1959. 

“We are not shedding any tears or 
looking for sympathy but the motive 
of this message is to advise and invite 
you to visit our second store where 
we are taking steps to handle our 
trade during this demolition and re- 
construction. At the present time we 
have a sales force plus a very sizeable 
inventory of commercial stationery, 
loose leaf devices, blank books and of- 
fice equipment at the new address. 
This location is much handier for those 
who drive because of better parking 
facilities. There is a metered zone in 
front of the building and, should ths 
be occupied, we have a driveway along- 
side of our building that is availab'e. 

“It will be some time before we can 
move our social stationery department 
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These are views of the old Granfield store which will become a victim to 


civic progress. 





or fountain pens and items of that 
sort but we are in a position for those 
who visit the new store to give fast 
transportation to our 
dress... .” 

One big disadvantage is that this 
new store building is not conveniently 
located for the walk-in trade. Gran- 
field's has built up quite a following 
in its Crown Street neighborhood. A 
complete move from the old area, it is 
thought, would certainly deliver a 
death blow to the firm’s social business, 
which has been one of the most active 
in the city. However, since the firm 
is basically an office outfitter, Mr. 
Granfield feels the sacrifice may have 
to be made. 

“In the case of every business that 
has grown up over a period of years,” 
he says, ‘‘its success has been developed 
on the basis of its peculiar approach 
to the needs of its individual market. 
Each business is a little bit different 
And when a business is forced to 


present ad- 


move from one location to another, 
its whole basic approach may have to 
be changed to meet a new set of cir- 
cumstances. And yet business must go 
on as usual. It is this that makes our 
present situation so very difficult.” 

Mr. Granfield notes that he has had 
to reduce his inventory on most items 
to a level which, under more normal 
circumstances, would not be adequate. 
It has been difficult for him to order 
his seasonal needs in advance, not 
knowing exactly how to buy for a 
changing neighborhood. Even if he 
is allowed to remain on Crown Street 
until actual demolition begins he is 
concerned how many of his neighbors 
who make up a portion of his trade 
will remain. Questions like this must 
be answered by every dealer whose 
downtown area is due for a face- 
lifting. 

“I know that our firm, one of the 
most respected in New Haven, will 
continue in a leading position,” Mr. 


Mr. Granfield’s ‘‘ace in the hole” is this alternate location 
which was originally a base for storage and delivery of office 


equipment. 








Granfield remarks. “Perhaps the 
development of our old neighbo 
will be a blessing to our business, 
it will take time, undoubtedly, ang 
lot of readjustment in our think) 
One cannot stand in the way of 
ress, even if it means temporary ip 
convenience. 

“A man owes it to himself andj 
city to be sure that the decisiong 
makes in a situation like thism 


: 

a 

those that will act in the best int 
& 


trade in his field. Without an 
economy, all the ‘redevelopmenr 
the world is not going to help J 
Haven.” 

Any dealer faced with a similar@ 
lemma, Mr. Granfield feels, woul 
be wise to have prepared several pu 
sible avenues of action so that he am 
“roll with the punch” and survive th 
disrupting influence of urban tek 
velopment. 


of his business and the continuatig 
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2 . : Use of a mannequin, borrowed if necessary, sup- 
¥)' / aaa plies a timely object of affection as centerpiece 
[nique WML t : in gift and card displays for Valentine's Day. It 
im. hia was done this way in a window at Filene’s, 
, Boston. Cards are thoughtfully spaced to aid 
readability. Crescent arrangement at lower right 
conveys idea of general assortment. Sell sug- 
gestion is noted on placard: ‘‘A million and one 
fun or fancy ways to say ‘Be my Valentine’. . . 
cards-comic, cards-sweet, cards-amorous, cards- 

meek.”’ 
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"| How to Show Off 


Your Valentine Cards 


Stationers don't need large window display space 
to tell an interesting Valentine’s Day story. Note 
how R. H. Stearns Co. loaded this small window 
space with attraction. Its location at an entrance 
was important. Lace on left riser provides rich 
gift atmosphere for selected cards. Novelty gifts 
and desk items at center serve both as suggest 
purchases and as props to show greeting cards. 
Clincher line is on sign that reads, ‘‘Heart Stealers 
All, for your Valentine!” 


A few display tricks 
can do a lot to improve 
your window promotion 
of Valentine sales 
Half form mannequins could be borrowed from a 
ready-to-wear store to provide fascinating per- 
sonal appeal for gifts of stationery on Valentine’s 


Day. This display by a large department store 
could be adapted for small store use. 
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How many sizes, colors and price lines 

of one item can a dealer afford to carry? Dr. Cross 
says it may not always be profitable 

to keep pace, model by model, with today’s 
production geniuses 


by Gordon @. Cross, P4.D. 


Consulting Editor 
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\¢ e are living in an economy their stores and often to expand reason. New items creep in and get tributed 

of abundance. The problem of their sales volume. But these gains a foothold without — sufficien § fy. 1 

scarcity and want seems to have have not been made without causing thought being given to their being § S#¢s pla 

been solved. Nearly everybody in some headaches. there. Really successful retailers plan mig 

our country is able to obtain the As retailers have added new not allow this to happen. The c 
basic necessities of food, clothing, products or new varieties, they have plan their stocks and by so doing Item 
and shelter without too much often found their inventories grow- they are able to influence their prof- A 
trouble. ing more rapidly than their sales its. Stock planning has become s B 
Having found ways to furnish us volume. This is another way of say- important that a new word has ap C 
with our necessities, the producers ing that stock turnover has been peared in our merchandising D 

are continually looking for more suffering at the expense of the in- | vocabulary. The word is “asso By all 

things to produce so they will be creased assortments. The problem mentizing.” se 


able to enlarge their plants and in- 
crease their production. Some of 
this expanded production goes into 
new kinds of merchandise, but it is 
not always easy to find new things 
to produce. Therefore much of the 
expansion goes into making new 
products similar to those already 
being made by some other manu- 
facturer. Sometimes these new items 
are more expensive than existing 
items, sometimes they are less ex- 
pensive, but sometimes they are al- 
most duplicates of items which are 
currently in circulation. 

This increase in production has 
been a help to retailers, but at the 
same time it has been responsible 
for some of their problems. All 
these different varieties of goods 
have enabled retailers to expand 
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is especially troublesome in our sta- 
tionery stores. On the average, our 
turnover runs around three times 
per year. This is so low that it 
makes it extremely difficult to real- 
ize a satisfactory return on invested 
capital in today’s competitive 
market. 

If the situation is to improve or 
if we are to keep it from getting any 
worse, we must exercise discipline 
over our stocks and over ourselves 
in this matter of inventory expan- 
sion, We must start by convincing 
ourselves that. we cannot stock 
everything. Then we must go for- 
ward and try to make a scientific 
analysis of our stocks in order to 
get them in line. 

Stocks have a way of growing in 
all directions without rhyme or 


Good stock planning starts with 
good sales planning. There are t 
series of questions which we cai 
ask ourselves which will help t 
keep us on the right track. We 
start off by asking how many dol 
lars worth of merchandise we ca 
expect our customers to buy from 
our store in the coming year. 

Most of us go this far and we al 
the answer our sales estimate, But 
too often we stop at this point. We 
must go farther and ask how thes 
dollar sales will be divided among 
the various classifications of met 
chandise which we carry. Classific 
tion planning is extremely impor 
tant to the assortment problem 
because it is within classification 
that the duplications occur. 

Next we must determine how 


MODERN STATIONER, FEBRUARY, 199 





\ du 
is n 
tiONS, Sa) 
equally | 
“slump | 
wholesal 
that is n 
other po 
“In 
found k 
schools, 
wholesa 
toads, | 
“G 
prospec 
the vici 


MODERN 












many dollars worth of stock we 
will need in each classification in 
order to make our planned sales. 
Here is where stock turnover 
enters the planning picture. By 
dividing our planned sales by the 
desired stock-turn, we will deter- 
mine our average stock investment 
in each classification. It is important 
1 do this at the classification level 
because this gives recognition to the 
fact that it is easier to achieve high 
sockturn rates in some classifica- 
tions than it is in others. For ex- 
ample, merchandise which is com- 
plicated by variations in size or 
color will naturally have a lower 
turnover rate than goods which are 
less complicated. In general, the 
more variations of anything we 
stock, the lower will be our stock- 
turn rate. 

Now that we have determined the 
amount of money we should have 
invested in each classification, it is 
time to turn our thoughts to the 
actual items of merchandise. We 
now need to study how the sales of 
merchandise in the classes are dis- 



































































































where the sales are slower, we are 


being realistic. To do otherwise 
would cut stocks too thin on the 
slower sellers and might make their 
sales picture become even worse. 

Now we go back to the average 
dollar inventory figure which we 
determined in our second question. 
If the average amount of stock for 
Classification I is $3600, we will 
find that Item D should have 25 
percent of $3600 or $900. This is 
the figure which we must work 
within if we are to achieve satis- 
factory results with Item D. This 
$900 must cover all the brands, 
sizes, price lines, colors and any 
other variations with which we may 
be faced. 

If the average retail price of Item 
D is $300, we can see that we must 
keep our average stock of Item D 
to a total of 300 pieces. This is the 
step which is the bridge between 
dollar control and unit control of 
merchandise. We must do the best 
we can to get a satisfactory assort- 
ment within the 300 pieces. We 
must take into consideration de- 
livery time on our purchases, pack- 
age quantities, and economic ship- 
ping quantities. It is usually unreal- 
istic to try to carry more than three 
price lines of any item. If our 
price line is our most 
popular one, our other sales must 
fall either above or below it. Only 
the largest retail institutions find 
that they can appeal to enough cus- 
tomers to go beyond three lines or 





By analyzing our entire stock in 
this fashion, we can come up with 
a plan which will show us how our 
stocks should be balanced. Now if 
we will take our most recent in- 
ventory and arrange it in similar 
fashion, we will be able to find 
where our trouble spots are located. 
Through this kind of analysis, some 
stores have found that they have 
been doing as much as 75 percent 
of their sales volume on as little as 
25 percent of their stock. The rest 
of their inventory was loaded with 
slow-moving, obsolescent merchan- 
dise. The cause of the slowness is 
often found to be an excess number 
of variations in the troublesome 
lines. 

Once the trouble spots have been 
located, it is necessary to exercise per- 
sonal discipline to get the inventory 
back in balance. It is easy to convince 
ourselves that everything we carry is 
essential to our survival. Very often a 
little analytical work will disclose that 
some of our business is unprofitable. 

It is true that it is difficult to dis- 
continue any item as long as a single 
customer asks for it. But tell yourself 
again, “You can’t stock everything.” 
The solution lies in finding those items 
which are most successful and putting 
enough sales and promotion effort be- 
hind them to switch your few custo- 
mers away from the marginal items. 
If any article is not selling, it is usually 
because some other article will do the 
job just as well or better. Getting 
everyone in the sales organization to 


(Continued on page 68) 





The Duplicator Market Is All Around You 


bulletins within a half hour after learning their com- 
petitors’ specials. One grocer reported to me after using 
a duplicator to make up his weekly specials that his 
sales increased $200 per week after the third special 
bulletin he had distributed. 

“It is suggested that only a partial demonstration 
be given to the prospect before the sale is consummated. 


Elaborate and long drawn out demonstrations may dis- 
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iny dol: duplicator plays a role in the conduct of business that 
we cit is never adversely affected by general economic condi- 
1y from tions, said one speaker at a recent NOMDA meeting. It is 
r. equally essential in slack times as well as good. It is a 
we call § ‘slump proof” item. There is no business — manufacturer, 
te, But § wholesaler, retail store, church or club, large or small — 
int. We that is not a possible user, he said. The speaker made these 
w thes # other points. 

amon{ “In promoting the sale of duplicators, I have 
of met found by experience that among the best prospects are 
assifia @ Schools, churches, labor unions, social organizations, 
impor Wholesalers and jobbers, trucking companies and rail- 
problem toads, banks, automobile dealers and retail stores. 
‘ications “Grocers, at the present time, are one of the best 
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Prospects, particularly where there are supermarkets in 
the vicinity They can make up their own special price 
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courage the buyer. I suggest that the machine always 
be set up in a ready-to-use position so that all the 
dealer or salesman has to do is to engage the feed 
arm and simply turn the drum to obtain copies. This 
operation impresses the prospect with the simplicity of 
obtaining copies. After the order has been signed or 
payment made, we always insist on giving the customer 
an A to Z demonstration.” 
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Stapler Sales Rise 
With Proper 
Display 


Making good use of available merchandising 
materials and centralizing inventory have helped 


this New York store increase its sales of stapling 
machines and supplies to the walk-in trade 


pollo Stationery Co., New York, 
AF primarily a commercial sta- 
tionery firm, and as such relies for 
the bulk of its business on the calls 
of its outside salesmen. Its retail 
store has not in the past particularly 
catered to the walk-in trade. 

Recently, however, Stanley Soltz 
and Joe Shapiro, owners of the 
firm, have been making a play for 
increased store traffic. With the 
help of brighter displays and prod- 
uct departmentalization, they have 
noted a considerable upswing in 
store business. 

One of the most successful “‘de- 
partments” at Apollo is the stapling 
machine department. With the help 
of displays and promotional mater- 
ials provided by manufacturers in 
the field, the firm has centralized its 
stapler lines and inventory into a 
single area of the store, allowing 
for much faster and easier demon- 
stration and order filling. 

“Stapling machines and _ staples 
are an important ‘staple’ item in any 
stationery store,” says Mr. Soltz, 
“and we have therefore given our 
stapler department an important 
position, on the main traffic artery 
and near the front of the store. A 
lighted display cabinet, furnished 
by a leading manufacturer, serves as 
the focal point of the department, 
which also consists of a glass case 
containing overflow inventory and 
supply lines.” 
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The central display case not only 
displays, on two prominent decks, 
the complete lines of two major 
manufacturers, but it is also de- 
signed to stock, out of reach of the 
customer, a complete inventory of 
stapling machines and staples — 
seven packing cases in all. 

“The basic advantage of our de- 
partment and its display facilities,” 
Mr. Shapiro observes, “is that it 
helps the customer select from the 
many models available. It is also a 
traffic stopper and has generated 
a lot of interest. Staplers are 
long-lasting items; their working 
life is much greater than that of 
most other mechanical products. For 
this reason the dealer must try to 
increase the amount of replacement 
business that is based on impulse. 
Because of new features and new 
colors, many staplers are sold to 
replace machines that are in perfect 
working order, and this is good 
plus business.” 

An attractive, eye-catching dis- 
play, Mr. Shapiro feels, helps the 
dealer capture much more of this 
business. 

Interest in stapling machines and 
staples on the part of the sales 
people has also increased, according 
to Mr. Soltz, and this has given a 
big impetus to sales, A stapler test- 
ing area in the department has facil- 
itated demonstrations of various 
models — an important technique 


Joe Gagliano makes a demonstration g 
the compact stapler counter of Apolh 
Stationery Co., New York City. A poi 
of paper in the center foreground is ug 
for testing the various models. 


in the sale of mech 
product. 

“What we have done with s 
and machines,” Mr. Shapiro si 
“can be done by any dealer. If 
simply a matter of making the Be 
possible use of the materials & 
manufacturers are willing to p 
the dealer's disposal. ; 

“To be sure, these are not pit 
ucts that have to be displayed tok 
sold. You can always sell som, 
display or no. But an attractive dis 
play and a centralized department 
for staplers can go a long wy 
toward increasing the potential of 
this important product.” 


any 


The display unit used by Apollo is 
signed to hold seven packing cases 
machines and supplies. 
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CLASSIC 
MASTER 


NO EDGES 
NO DYE 
NO STAINS 


Clean White Border Eliminates Dyed Edges * * 
MAJOR SOURCE OF SPIRIT HECTOGRAPH STAINS REMOVED! JS 2 


Dyed edges of the master—long the biggest source of 

stains, smears and annoyance in spirit duplicating—have 

_ eliminated by Columbia’s new Classic Ready-Master 
nit. 

The hectograph coating of the new Classic Ready-Master 
is sealed off short of the edges—leaving a clean, dye-free 
border to handle. There’s no dye to rub off, stain and travel 
from typewriter to duplicator to files, either. Everybody and 
everything connected with your spirit duplicating stays 
cleaner with new Classic Ready-Master Units! 

The new Classic Ready-Master Unit incorporates these 


® 
CLASSIC READY-MASTER BY 


additional features: Tru-Guide Indicia, Tempfio Super- 
coating and Folded Construction . . . additional guarantees 
of long, brilliant runs and re-runs! 


New Classic Ready-Masters are backed up by national ad- 
vertising in Business Week, 

Dun’s Review & Modern In- 

dustry, Management Meth- 

ods, Modern Office Procedures, 

Office Management, The Of- 

fice and Today’s Secretary. 


COLUMBIA RIBBON AND CARBON MFG. CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON AND CARBON PACIFIC, INC., DUARTE, CALIFORNIA 


- - = for more details circle 113 on last page 





NSOEA Show to Expand 
To 7th Floor, Revert 
To Old Exhibit Format 

The 1959 Convention-Exhibit of the 
National Stationery & Office Equipment 
Assn. will drop the streamlined format 
of last fall and return to the 1957 
schedule, with the addition of another 
floor for exhibits. 

The decision was made known in 
mid-December after meetings of the 
manufacturers division in New York and 
Chicago. 

Last fall NSOEA made two changes in 
its annual show designed to save time and 
space. The exhibit and the business meet- 
ings were held on separate days so that 
the grand ballroom of the Conrad Hilton 
Hotel in Chicago could be used as 
additional booth space. In addition, the 
exhibits were departmentalized in three 
broad categories. One result was that 
there were only 26 hours in which to 
view exhibits. 

A return to the former schedule at 
this year’s show, September 26 to 30, 
will bring more than 30 hours of ex- 
hibit time, spread over five days and 
will result in less evening work 

Space will again be assigned on a 
point system which mixes furniture, ma- 
chines and supplies in all areas. With 
the ballroom to be used for business 
meetings extra space for exhibits will 
be taken on the hotel’s seventh floor. 

Special features this year will be an- 
other model store in the Normandy 
Lounge on the mezzanine and a general 
mixer called the “President's Reception” 
on the evening of the opening day. 

John E. Fellowes of Bankers Box Co., 
Franklin Park, Ill., has accepted the 
chairmanship of the 1959 convention and 
exhibit. Serving with him as co-chair- 
man will be Ralph T. Lowe, Minnesota 
Mining & Mfg Co., LaGrange, IIl. 

Exhibit hours as they have been sched- 
uled for this year's convention are: 

Saturday, Sept. 26—12 to 7:00 p.m. 

Sunday, Sept. 27—1 to 7:30 p.m. 

Monday, Sept. 28—2 to 7:30 p.m 

Tuesday, Sept. 29—2 to 8:30 p.m. 

Wed., Sept. 30—12 to 5:00 p.m. 


New Name for Cosco 

Hamilton Manufacturing Corp., Colum- 
bus, Ind., paid tribute to the renown 
of a trade name January 1 in changing 
the company’s corporate name to Hamil- 
ton Cosco, Inc. The trade name “Cosco” 
is derived from the original company 
name, Columbus Specialty Co. 
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PRESSTIME NEWS 


; JACK PEMBROKE, vice president and general manager of Pembroke Co, 
Salt Lake City, Utah, has been elected president of his city’s Business Men's 
Alliance. Mr. Pembroke also is president of the Salt Lake Retail Merchants 
Bureau. 

4 * x % * 


A seven-day luxury cruise for two to Nassau has been announced as first 
prize in the 1959 Pencil Week display contest described elsewhere in this issue 
Six other awards for dealers will include a combination motion picture camer 
and projector and electronic wall clocks. Pencil Week is February 23-28. 


* * * * * 


In the interest of improved national distribution and communication, the 
Venus Pen and Pencil Corp. has moved its general offices from Hoboken, N, J, 
to its recently expanded plant in Lewisburg, Tenn. In announcing the change, 
RICHARD LEWISOHN, JR., Venus president, said it marks the first transfer of the 
general offices of the nearly 100-year-old pencil company from the Metropolitan 
New York area. Executive and sales offices will still be maintained in New York 
and Hoboken and the Hoboken warehouse will continue to serve the New York 
and New England areas. 


* * * * * 


JAMES HERBERT SCHWABACHER who, with his brother, Albert, founded the 
Schwabacher-Frey printing and stationery company in San Francisco, died 
December 21 at the age of 77. He was well known in San Francisco as a phil- 
anthropist and civic leader. 

» » * * * 


Employees of Hallmark Cards received an unusual Christmas present — 
one that included a bonus for Hallmark dealers. The 2,824 employees received 
gift certificates, redeemable for any type of merchandise in any store in which 
Hallmark products are sold. 


Ee * * * * 


Three new representatives for its Eversafe line of safes, files and cabinets 
have been announced by Midwestern Mfg. Corp. WALT BACHMANN of W. M 
Bachmann Associates, Clear Lake, Iowa, will cover the Midwest and Upper Mid 
west. JOHN W. CLAYMAN, 1333 Woody Drive, Jackson 4, Miss., will cover 
Texas, Oklahoma, Louisiana, Arkansas and Mississippi. And FRED DEBLON, #0 
Church Street, New York 7, N. Y., has greater New York City and northem 
New Jersey. 

: * * * 

HENRY Levy, president of Silver Stationery Co., New York, is serving @ 
chairman of the Stationers Division of the 1959 New York March of Dimes 
drive. 

* % * * * 


Roth Greeting Cards of Glendale, Calif., ha; moved into larger quartets 
in its third move since the contemporary studio card firm was formed two yeats 
ago. Artist-owner CHUCK ROTH and his partner, LEN FRANKEL, have a new oF 
tice-warehouse nestled up against the foothills of the mountains at 405 North 
Verdugo Road, Glendale 6, Calif 


* * * * * 
Murrar R. Carr, new president of House of Paper, Inc., of Los Angelé 
and Chicago, has announced that under new organization the firm has introduced 
more than 100 new items for the paper hostess accessories market, with may 


new designs and new color combinations as well as completely new party goods 
items. 
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THIS IS A SAMPLE OF THE LIGHTER TOUCH in fashionable writing papers. 
Sheerlite is the choice when your message must say so much more. In open 


stock, the famous Montag Lap letter or boxed 
with matching tissue lined envelopes. Choice of v~ 
pastel colors and white. $1.00 $2.00 


Writing Papers that Create an Impression 


Montag Bros., Inc., Atlanta, Georgia 


HEAVIER SALES from the lighter touch 
This sample appears in April VOGUE 


Order Counter Cards, Statement Enclosures, Newspaper Mats for Tie-In Sales 
Check your Supply of Sheerlite in Boxed and Open Stock 











FILLS YOU 
WITH EFFIC 


,.. affirm America’s leading stationers 
to their customers 
who demand quality and economy. 


//// 


SURERDEX § 


MV 


TRADE MAR K 


peorir-proven FILING SUPPLIES 


FILE FOLDERS GUIDES 


* 


Regular and Reinforced FILE GUIDES (Pressboard and 


Durable, Ready Collated Manila) Letter, Legal, A-Z, 1-31 
Manila: 8 pt.—9 2 pt. — IN DEX CARDS INDEX GUIDES (Bristol and 


11 pt.—13 pt. Pressboard) 3” x 5”—4” x 6”— 


teed uniformit ”% 8” 
Kraft: 8 pt.—11 pt.—18 pt. Bree cnastorrm ng, inte 5” x 8”. A-Z, 1-31, Monthly 


Colors: 11 pt. ideal for addressing machine vee. All available Blank 
100% Sulphite ae (half-cut, third-cut, fifth cut) 
Sizes: 3” x 5”—4” x 6”—5” x 8” 
Colors: White, Buff, Salmon, 

Green, Blue, Cherry, Canary 
Also available in 50% rag content stock 
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Semple THE WARSHAW 
eared MANUFACTURING CO., INC. 


One of America’s largest concn rn 
of file folders and allied products 


1 MAIN STREET - BROOKLYN 1, N. Y. 


- = for more details circle 152 on last page 
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profit insurance 


/) 


with the NEW 


PRE-PRICED, PILFER-PROOF 
40 SERVICE STATION 


Tested for perfection—then sealed for your 
profit protection—the new Scripto Service 


Station protects your stock, eliminates returns, 
protects every cent of your profits. Keeps 


vf PRE-PRICED—to prevent pricing mistakes and 
to help customers make their own selections. 


Jf PILFER-PROOF—almost impossible to pocket or 
to switch with a used pen. Now you won’t have to 
watch your profits walk away. 


/ FACTORY TESTED—so you know every one 
operates flawlessly. Hand-tested and uncondition- 
ally guaranteed to write perfectly! 


/ FACTORY SEALED—prevents use or abuse. No 
one can damage them—every one stays saleable 
until sold! 


/ CARDED—each on its own, bright, hard-selling 
card—carrying full product information to save 
your time. 


Jf EXTRA PROFITABLE—$5 in free goods... 43% 
profit ...and you get it all, with this revolutionary 
new merchandiser. 


/ COMPACT— containing a complete writing in- 
strument department in just 1 sq. ft. of counter space. 
Every pen and pencil can be seen as merchandiser 
is rotated. 


every pen or pencil new till sold. The ful 
Scripto line 29¢ to $1.95—brings you mor 
volume and “insured’’ profit with this sens: 
tional new way to sell pens and pencils! 


A770—1959 Merchandiser Assortment 


Contains the following: 


15 only T408M 29¢ Ball Pens, assorted colors. . . 
18 only T708M 39¢ Ball Pens, assorted colors. . . 

18 only T269M $1.00 Ball Pens, assorted colors . . 

10 only T309M $1.95 Ball Pens, assorted colors . . 

6 only S249M $1.00 Fountain Pens, assorted colors 6. 
9 only K778M 29¢ Pencils, assorted colors : 
9 only K788M 29¢ Pencils, assorted colors 

6 only P369M $1.00 Pencils, assorted colors. . . 

12 only U400 49¢ Refills 

6 only U700 29¢ Refill Envelopes (2 each) 

6 only U900 69¢ Refills 

6 only E436 15¢ Lead Packs 

6 only F846 20¢ Lead Packs 

6 only J150 15¢ Eraser Packs 


LIST PRICE 


PLUS FREE GOODS 


FIVE (5) $1.00 BALL PENS 


TOTAL RETAIL VALUE 
YOUR COST 


YOUR PROFIT 


43.4% PROFIT 
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FACTORY SEALED Pens and Pencils 


The best in writing... at any price! 


Scripto, Inc., P. O. Box 4847, 
Atlanta 2, Georgia, U.S.A. 
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Horder Appoints New 
Manager for 8 Stores 

Willis R. Wolf in December assumed 

the newly created position of Gen- 
eral Manager-Retail 
Operations for 
Horder Stationery 
Stores, Chicago, ac 
cording to an an- 
nouncment by H. 
J. Seigle, vice 
president and gen- 
eral sales manager 
of the parent com- 
pany, Associated 
Stationers Supply 
Co. 

During his five years with the com- 
pany, Mr. Wolf has been in charge of 
various phases of retail selling. He as- 
sisted in the development of the visual 
selling concept in eight downtown stores 
and he was largely instrumental in the 
recently completed modernizing pro- 
gram. 

In his new assignment, Mr. 
will supervise the entire retail opera- 
tion both in store and industrial areas. 
He will also have heavy responsibility 
for participating in the selection of add- 
ed lines of merchandise for retail pro- 
motion. 


Wolf 





Offureps 1959 Show 
To Be Held March 20-23 


An Eastern Office Furniture Show, 
sponsored by the Offureps Club of New 
York, has been scheduled for March 
20 to 23 at the New York Trade Show 
Building. 

Co-chairmen of the 1959 show are Ed 
Golden and Art Folley. Serving the 
Offureps group as executive secretary is 
Mrs. Sophia Ehrlich, c/o Eastern Office 
Furniture Show, 44 W. 63rd Street, New 
York City. 





Greeting cards are “hitting the road” 
in a Cardmobile trailer, carrying a full 
display of Stanley everyday and season- 
al lines to dealers around the country. 
The mobile showroom, drawn by a 
matching coral and white Cadillac, was 
scheduled to be in Ohio during Dec- 
ember and in Indiana and Missouri in 
January. 


let a pretty face stimulate sales for you! 


from the Flower Wedding Line... 


3 


@ sharper, 


Regency Heliograving (not to be « tsed 


Pencil Week Promotion, 
Contest Being Repeated 

Marketing and sales aids for retaj 
of pencils are available again this 
for use during Pencil Week, Feb 
23-28. 

The promotional tools can be 
quested from the Lead Pencil 
facturers Assn., 60 East 42nd St, 
York 17, N. Y. They include newsp 
advertising mats, radio and television 
nouncements, counter and window 
play pieces, streamers for windows, d 
and counters, 
kit. 

The program, 
expected to enlist the cooperation of 
tioners, college book stores, art mate 
dealers, blueprint supply houses, ¢ 


and variety stores, department stores ™ 


supermarkets. 


Individual manufacturers will 4d 


portions of their advertising space, 


newspapers, trade papers and magagi 


to promote the week, according to Gi 
executive vice president 


T. Nissen, 
the sponsoring group. 

A window and in-store display cog 
which brought entries from every 


of the country last year, will be repeal 
A survey of dealers showed that] 


year's 
creases 


promotion brought sizeable 
in store traffic, numerous ¢ 


tions about pencils and a great deal@ 


passerby interest in windows. 


Ahn and Mrs A ae ra v 


VENETIAN 


En. and Mn. Kenneth B. Vint x 


FLORENTINE 


SM. and Shes. WAZ me Zi Dp, nrmung 


FLEMISH 


oy ¢) an G ne (0 u 
ae and 6) kro. Dioy MAWard Laughton 


€ 


La won 


RIVIERA 


Mr. and Wtrs. Arthur R. Broderich 


FLORIDIAN 
Mr. and Mrs George R. Werylord 
vu . 
ROMAN STYLUS 
Mr ond Mrs Samuel ff 
BASQUE 


Mr. and Mrs. Thomas Barns Nichols 


LONDON TEXT 


most popular faces of the year! 
by Regency 


@ joined letters in exclusive new scripts! 
more legible letters! 


with engr 


stimulates sales for you with all ion (> adem leh's-lahe-)-4-5) 


@ new effects with superimposed and angled letters 


@ superior craftsmanship at an amazifigly low price! 


F R E E | Flower Wedding Line Catalog teatures a complete 


selection of all the most asked-for eiiy Postpaid shipment within two days of order! Fu// 50% discount 
address your request on your business letterhead to: 


YY : 
REGENCY THERMOGRAPHERS é\'83;735'<°"" 
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DISPLAY PAYS BIG PROFITS! 





ave you ever tried a mass display of 
Webster’s New Collegiate Dictionary 
in your window or on your counter? 
fnot, you’re missing one of the most 
profitable promotions you can have. 
Mass displays of the New Collegiate 
boa wonderful selling job. 

Webster’s New Collegiate makes 


money for you all through the year — 
because there’s nothing like it for turn- 
over. Its superior quality is recognized 
by teachers, parents, students, and busi- 
nessmen the world over. And it is the 
only desk-size dictionary that is adver- 
tised regularly and continuously to the 
millions of readers of Life ... as well 


“When we feature the New Collegiate in the 
window, we can count on selling about 50 
copies within the week,” says the manager 


of this fine store in Kansas City, Missouri. 


as in Time, The New Yorker, Atlantic, 
Harper’s, Saturday Review and other 
leading publications. 

Boost your store’s profits by build- 
ing a mass display of Webster’s New 
Collegiate in your window or on your 
counter right now. G. & C. Merriam 
Company, Springfield 2, Mass, 


CONCENTRATE ON 


MERRIAM- 
WEBSTER 


AND DISCOVER THE DIFFERENCE IN PROFITS! 
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JUST QUT! THE ALL-NEW CRAFTINEA 


America’s First Family of Paint-By-Number Sets...a | QU. 
NEW COMPLETE QUALITY line designed to please EVERY § PR( 
PURSE and PERSON! Every set SHOUTS QUALITY... because § 
every set...regardless of price...is filled with QUALITY ART... 
QUALITY PANELS ...QUALITY ARTISTS’ OIL COLORS... 





/ 
py new ! new. 
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PAINT-BY-N UMBER 


é PAINT-BY-NUMBER 
=> OW YYithtltld 5 


== Mtl SH 


PAINT-BY-NUMBER 
a > oH atnlin i f 


IMAM OF PAINT-BY-NUMBER SETS! 


,.a | QUALITY BRUSHES! STOCK ’EM...SELL’EM...SCORE BIG 
RY § PROFITS with the NEW CRAFTINT TEAM! 


ise Manufactured by the Paint-By-Number Quality - Leader... Value - Leader... Sales - Leader. . . 


= Craftint acl 


NEW YORK . CLEVELAND . CHICAGO 


Main Office: 1615 Collamer Avenue « Cleveland 10, Ohio 
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NEWS 


Report on Wholesaler 
Conferences Available 

A 37-page digest has been prepared 
to summarize the ideas brought forth 
during 1958 regional conferences of the 
Wholesale Stationers’ Assn 

Copies of the report may be ob- 
tained by readers of MODERN STATIONER 
AND OFFICE EQUIPMENT DEALER by writ- 
ing to Donald S. Frey, secretary-treasurer, 
at the association office, 1609 Sherman 
Avenue, Evanston, Ill. 

The subjects discussed, mostly from a 
wholesalers viewpoint, cover a wide 
range and include packaging, promotion, 
minimum order policy, transportation 
drop shipments, dating, defective goods 
and delinquent accounts. 

The participants of every round table 
held by the group last year voted for 
repeating the program in 1959. Five 
regional meetings have been scheduled 
this year: June 1 at Boston, June 24 at 
Toronto, August 21 at San Francisco, 
September 25 at Chicago, and October 
16 at New York. 

In addition to the round tables and 
merchandise exhibits at the 43rd annual 
convention March 1-4 in New York, the 
members will hear a special luncheon 
talk by Dr. Paul D. Converse, University 
of Illinois, who has taught marketing 
for 42 years. 


o*#e eo eee ee ee © & & @ 















DIPLOMAT 
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Minimum Standards Sought 
For Ink in Ballpoints 

Pen manufacturers have set up a com- 
mittee to study the possibility of adopt- 
ing minimum standards for ball pen 
inks, to be subscribed to voluntarily by 
industry members. 

After a decision by the executive com- 
mittee, Charles Lovejoy, president of 
the Fountain Pen & Mechanical Pencil 
Manufacturers’ Assn., began appoint- 
ing committee members to represent 
Sheaffer, Parker, Formulabs, Scripto and 
all leading ink manufacturers to study 
the matter. 

One area which will be explored is 
the possibility of cooperating with the 
Office of Technical Services, Commodity 
Standards Division, U. S. Department of 
Commerce. Manufacturers could adver- 
tise their compliance with minimum 
standards and it is possible that an As- 
sociation seal could be developed for 
the use of such adherents 


Eaton Elected 

Edgar P. Eaton, executive secretary of 
the Paper Stationery and Tablet Manu- 
facturers Assn., was chairman 
of the Manufacturing Associations Group 
of the National Industrial Council at 
the National Association of Manu- 
facturers (NAM) annual Congress of 
American Industry. The Council is a 
Si-year-old affiliate of NAM 


elected 





as INDIVIDUAL as 





Office Management 
Group Honors Dealer 
Abraham Melter, vice pr 
B. Wood Co., an office design ani 
furnishings dealer in Newark, N. J, » 
cently was presented a Merit Aygys 





ent of ¥ 




















































































































Key and Scroll by the Newark chapte: 
of the National Office Managemen: 
Assn. 

Fred Schultz, international presides: 
of NOMA, made the presentation at ; 
monthly dinner meeting of the Newark 
group. He praised Mr. Melter’s dis 





tinguished work and accomplishment ove 
the years in the broad field of offic 
management. 





set for individual use and office standardization. Available 


your SIGNATURE... 


THE DIPLOMAT Changepoint’s new and distinctive pen 


in chrome or gold alumalite ball pen or fountain pen. 


TELEPHONE DI 3-7965 
TULSA 2O, 


IT'S NEW 
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552 SOUTH ROCKFORD 
OALAN OMA 
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Mrs. Arthur Murray 
helps you sell 


BRIEF NOTES by White & Wyckoff 



























k chapte 


iNagement 


Presiden: First in a parade of prom- / 
tion at : . 4 
» News! inent women who will help 

ter's dis you sell White & Wyckoff 

—— Products throughout 1959. Entire “Note” line redesigned ! 


Advertised to 25,500,000 women 
in February and March 





During February and March — in 6 national 
magazines —TV star Katherine Murray (Mrs. 
Arthur Murray) will be working to sell Brief 
Notes for you. Tie-in counter and window dis- 
plays featuring her picture are yours for the 
asking. 


ASN 
Fve(-\eal@ (-1-)| 
bed % 





FREE revolving, self-service, display stand 
features entire new line. In just 15 inches of 
counter space you display and stock a com- 























| ‘ gh 
s plete department of nationally advertised Brief 
“is Vi) Notes. Everything from simple floral designs 
De j . ; to colorful landscapes. 
pen 
ble Retail Value: 59¢ each (24 assorted notes, 
6each). . . ... - « $84.96 
Your Cost: 30¢ each  . . te 43.20 
Your Profit: . . .'. « « GOI 
(Display Stand is free) A full 49% markup 
co fF  £é| Ke 
RD 





White & Wyckoff 


White & Wyckoff Mfg. Co., Holyoke, Mass. 
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NEWS 


Third Region Meets 
Feb. 5 in Washington 

The Thriving Third region of NSOEA 
will hold its next banquet meeting Feb- 
ruary 5 in Washington, D. C., at the 
Shoreham. 

Following events have been scheduled 
throughout the spring at Richmond, Pitts- 
burgh and Baltimore. Climaxing the sea- 
son will be the regional convention June 
22-23 at Galen Hall in the foothills of the 
Poconos. 


. . . * ° . . . ° . . ° 


LA’s Atlas Stationers 
Has 25th Anniversary 

Atlas Stationers and a wholly owned 
subsidiary, Atlas Desk & Safe Company, 
on January 1 jointly celebrated the 
firm’s 25th anniversary and reviewed 25 
years of service in Southern California. 

The Los Angeles Company was founded 
in 1934 by Max Polonsky, who died 
in 1953. Two sons, Louis and Seymour, 
started work as stock boys and delivery 
boys, joining their father as partners 
after World War II. 

During its early years, the firm ac- 





Robert C. Adler, who has been Wit 
the firm more than 20 years, becam 
sales manager in 1946 and remains 4 
that position today. 

From its original location on By 
Eighth Street, the store moved in jooMl | 
to a two-story building on South |, 
Angeles Street, adding an 18,000-squar 
foot area nearby two years later to op 
tain a rapidly growing printing divisig, 

A furniture division started in joy 
became a wholly owned subsidiary ; 
1954. 























quired a printing plant, added a carbon 
and ribbon department and took on an 
additional store. During the war, Atlas 
salesmen called into military service con- 
tinued receiving 50 percent of the com- 
missions from their accounts. 


Present quarters, with 58,000 squix | 
feet at 364 South Anderson Street, wey 

occupied in 1953. Today the firm employ 

75 persons, 20 of these engaged direc & | 
in sales work, and it has adopted hi | 
most modern methods of internal cop § | 
trols. 


Governor Mike Runnels has had the 
cooperation of Penn-Mar-Va Travelers, 
headed by Bob Johnson. Additional re- 
sponsibilities have been assigned to 
Perley Covey, first vice president, and 
Bruce Campbell, second vice president. 
One of the first changes was to make 
the tirst vice president responsible for 
regional publicity. Members have been 
asked to send their news notes to Perley 
Covey, c/o Eberhard Faber Pencil Co., 
Crestwood, Wilkes-Barre, Pa. 


Prize Winner Named 

A. L. Seitz of Seitz & George Office 
Equipment Co., Dayton, Ohio, has been 
notified that he won the Model S-3 
Sentry safe given away by John D. Brush 
& Co. in connection with the NSOEA 
show. 











) 


YOU'LL HAVE A BALL 


selling this marking pencil! 
Writes on any surface— big, 
bold, clear. Works like a fine 
mechanical pencil—with no 
messy tape to unwind, no stub 
to toss away. All of which 
makes it America’s best-selling 
marking pencil. It’s smart to 
keep it in your catalog! 


















Sell 'em over and over —with Listo refills! 
Six look-alive colors. 


ee LISTO PENCIL CORPORATION - ALAMEDA, CALIF. 
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Here are the markings, incisions and 
subtleties of the Renaissance period wood 
carver’s tools perfectly reproduced in 
chessmen. Made of COMPOSITE* .. . 
specially developed high impact plastic 
in wood grain. Here’s 15th Century 
sculpturing genius combined with 
20th Century manufacturing ingenuity. 
Chessmen that have the costly look 
of the Renaissance original at down 
to earth prices. 








“REG. U. S. TRADE MARK 























No. 831 ..... GIANT 4” KING 


Made of our own exclusive COM- 
POSITE* high impact plastic in 
BLACK and IVORY. All 32 pieces 
are FELTED. Packaged in attrac- 
tive set-up display box with in- 
struction booklet. Box size: 161,” x 
1214” x 1144”. One dozen to shipping 
Acarton, weighing 25 lbs. 


to retail at $3.98 
with full markup 


Me. B32... .. GIANT 4” KING 


Made of high impact COMPOS- 
ITE* in light and dark WOOD 
GRAIN. All 32 chess pieces are 
WEIGHTED and FELTED. Com- 
plete with silk screened FOLDING 
CHESS BOARD and instruction 
booklet. Packaged in set-up display 
box. Box size 1614” x 1214” x 15%”. 
One dozen to shipping carton, 
weighing 35 lbs. 


to retail at $5.98 


= with full markup 
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SEND FOR LATEST CATALOG 





E.S. LOWE COMPANY, INC. *” 


last pag? 
















No. 833 .. 434” KING ON BASE 


Made of high impact COMPOS- 
ITE’ in light and dark WOOD 
GRAIN. All 32 chess pieces are 
EXTRA HEAVILY WEIGHTED 
and FELTED. Complete with 
screened, heavy leatherette CHESS 
BOARD and instruction booklet. 
Packaged in metallic embossed, 
simulated leather GIFT BOX. Size 
of box: 185%” x 14%” x 1%”. Six 


A sets to shipping carton, weighing 


_— to retail at $9.95 


with full markup 


No. 834 . . 434” KING ON BASE 
Made of high impact COMPOS- 
ITE* in light and dark WOOD 
GRAIN. All 32 chess pieces are 
EXTRA HEAVILY WEIGHTED 
and FELTED. Instruction booklet. 
Packed in a luxurious LUGGAGE 
TYPE CARRYING CASE of simu- 
lated alligator leather with com- 
partments to hold each chess piece 
separately. Size of carrying case, 
closed: 164%” x 13%” x 2%”. One 
set to shipping carton, weighing 


— to retail at $14.95 


with full markup 


FIFTH AVE., NEW YORK 10, N. Y. 
OREGON 5-1630 
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NEWS 


Letter Writing Week 
Winner is Kistler’s 

Kistler’s of Denver, Colo., won a $100 
first prize in the stationers’ category of 
the 1958 Letter Writing Week compe- 
tition sponsored by the Paper Stationery 
and Tablet Manufacturers Assn 

In addition, Miss Jerri Siwek, Kistler 
advertising manager, won an extra award 
of $50 as the individual responsible fos 
the window display which best reflected 
the skill, artistry and techniques of the 
display profession. 





This is the letter writing display which 
won first prize and a special award 
for Jerri Siwek of Kistler’s. 


CANTON, 



































Top prize in the category for gift, book 
and specialty shops was won by The 
Book Shop, Inc., Fitchburg, Mass., with 
this display. 


Other stationer winners were H. S$ 
Crocker Co., Fresno, Calif 
and Schwabacher-Frey Co., San Fran- 


second prize, 


cisco, third prize. Bruce Rogers designed 
the Crocker display and John H. Potasz 
was responsible for the 
Frey promotion. An entry by Hans An- 
dres, Stationers Corp., Los Angeles, won 


Schwabacher- 


honorable mention 

Cash prizes totaling about $1,000 were 
awarded to winners in five categories 
The 31 sponsors considered last October's 
campaign to be the most extensive and 
successful in the 21 years of the promo- 
tion 


Since 1896 








— 
aygey reat doom 
24 BHA 98 






Bresee's of Oneonta, N. Y., place first jp 
the department store category with thi, 
window. 





Increase of 10 Percent 
Predicted for Ball Pens 

A record of 130 million in domest 
unit sales for the ball pen industry jp 
1959 has been forecast by Neison Harris 
president of the Paper Mate Co. He said 
this represents an anticipated 10 percen 
gain over 1958 ball pen and refj 
sales and is exclusive of export, co 
mercial and advertising specialty sale 

Mr. Harris said the increase in 19% 
sales will come mainly from highe 
higher quality ball pens, cop 
tinuing a strong trend that developed 
in 1958 

The Chicago executive also stated that 


priced, 


the ball pen share of all pen unit sake 
is increasing steadily and during 195 
exceeded 80 percent 


Sold only through 
recognized pines 


PLYMOUTH RUBBER COMPANY, INC. 





MASSACHUSETTS 
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NEW....and taking off fast! 


Tape 


Moc 
— J 


=< 


Here's good news for your customers . . . a new tape, adhesive You'll find a ready market for BASE- 
on both sides that sticks to all surfaces except the fingers. Easily TAPE . . . needed by artists, drafts- 
removed without harm to displayed material or background — men, hobbyists — used in homes, of- 
1 domesti may be used over and over again. fices, schools — EVERYWHERE. Send 


ndustry jp ‘ . ° a 

nn Hone PERFECT FOR PUTTING UP SIGNS, NOTICES, WINDOW DECORA- ee 

>. He sai TIONS — MOUNTING STAMPS, PICTURES! DOES THE WORK OF sae Y: 

10. percen TACKS AND GLUE BUT WITHOUT DAMAGE TO WALLS, WOOD- 

ind refi WORK OR ALBUM PAGES. snaitiiiaendiemaiiaaiiin 

ort, co 

ity’ sale RETAIL $1.00 1200” in dispenser package * 000 Semmanmastts deve, Boston 30, 

ri “ae , ; Send prices, literature and packaging 
ghe information. 

Remember — STIK-TACK miracle discs do the [] Base-Tape Stik-Tacks 





ENS, Con 
developed 
| same job — may be more convenient for some Attention of 
stated that 


unit sale users. So keep STIK-TACKS on display too. 25c 
ring 1958 a“ Street address . 


retail, pkg. of 82 discs. City Zone State 


Firm name 
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DESIGNED TO MAKE PROFITS FOR YOU! 


Here’s a bright new display card with 6 gleaming 
Deluxe KLEENCUT Micro-Tension Shears that’s 
ee sure to boost sales in your store. You get 3 all-pur- 
i pose 7” STRAIGHT TRIMMERS and 3.7” BENT 
j TRIMMERS mounted and ready to sell on this eye 
catching merchandiser. All six shears feature the 
exclusive Micro-Tension adjustment device making 
it simple for the user to set blade tension anytime 
with a quick twist of a coin. Women like this Deluxe 
KLEENCUT feature because they can adjust their 
own shears to cut cleanly and more comfortably on 
a wide range of materials and no more loose 
sloppy blades! Every pair is tested and its replace 
ment guaranteed if defective. thereby assuring you 
of customer satisfaction. The KLEENCUT Micro- 
Tension merchandiser is available in either the 
+1903 fully nickel plated assortment or the = 1905 
black enameled handle assortment 
#1903 Retail ea. $2.25 +1905 Retail ea. $1.69 














Please send me 
= 1903 Merchandisers = 1905 Merchandisers 


THE ACME SHEAR COMPANY — Dealer Name 


ARGE wanere ete eS an eiae BeiBckProeR 


FOR COUNTER, WALL, WINDOW, PEGBOARD 
Send coupon to your jobber or to us. 


‘THE ACME SHEAR CO., BRIDGEPORT 1, CONN.) Jobbers Name 
y= 


LHe ———s«Sworrld’s Largest Manufacturer of Scissors and Shears 


Store 


Address 
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NEWS = ee 50 percent increase in sales in the first vinyl floors and flush ceiling lights, The No ne 
month of operation, according to Arthur exterior of brick and steel has a stom m 
Spencer's in Carolina M. Spencer, Jr., vice president and trea- faced front. Display windows are recess low 
Rebuilds After Fire surer 7 feet from the sidewalk and a stuf OM the 
A newly rebuilt self-service store has The office supply section in the center canopy projects 8 feet over the wah totem 
replaced one destroyed by fire last Feb of the main floor features wide aisles New display units have given th 
ruary at Spencer's, Inc., Gastonia, N. ¢ and many self-service island and wall store 35 percent more space than it had 
The new fireproof store, with modern merchandise display units in its previous building, with the sam 
and efficient interior design, achieved a Interior highlights include asbestos inside dimensions. 





Model offices near the front of the store are designed » 
catch many a passerby’s eye in Spencer’s high traffic are. 





Checkout stand is front and center in Spencer’s new self- : : , 
Photos courtesy Bulman Corp, 


service store. 








; ITER BOX 
New York Dealer Takes Commercial, owned by Saul Austrian, feller Center IND station at 50th Street 





Space in Subway Arcade will sell greeting cards, office supplies, and Avenue of the Americas. Rockefeller PACKE 
Commercial Stationery Co.. large office printing and engraving. The new shop Center, Inc., leased the subway mezzanine 

supply chain in wy Sad iste was is in addition to the firm’s store in the from the New York City Transit Author 

the first to lease space for a shop in RCA Building Concourse. ity last spring and began modernizing 

the new subway arcade of Rockefeller The attractive, well lighted subway 15,000 square feet of space for use by; NAPK 

Center, Inc. station is taking shape at the Rocke- series of shops 





Higher Profits “Safe and Sound” With These 
Security, Cash and Bond Boxes 





ve joocat! 6s TRY Berestrom | ™!§ 


BOX 


Attractive ham- 
mertone finish in 
Green, Gray, Tan. 


Cement Asbestos 








insulated. ; Size _ 
84" x 124" x OFFICE PRINTING PAPERS BANQUI 
cies oe a eenees 
— ’ 
carton. ... the BEST you've ever used! 
List Price — . ——. 
$11.95 each Compare Bergstrom’s ODIN — 
No. 1001 CASH mimeo finish, smooth finish CREP 
AND BOND BOX or bond finish 0 
Deep drawn design, a - F 
hammertone finish for brightness, uniformity, 
in tan and green. f : : 5 4 
24-gauge steel, long (\ opacity, printability! . 
coy saga y You can pay more for n 
$2.98 each office printing papers . 


| 


No. 1006, CASH 
AND BOND BOX 
Spot-welded, not il- 


@ 


but you can’t buy better FLA 


- 
.‘ 


quality — better printing 


= 


nage \, fl results. Sized for pen and 
st Price — t 
$2.98 each ink. Write for samples and 





; ; ame of nearest distrit : Gt 
Write for details and complete catalog of our tremendous selec- name of nearest distributor Telephon 
tton for social and commercial stationery departments, letter 


openers, library sets, banker and editor shears, novelties, small 


leather goods, pocket size adding machines and a complete line of BerRrestTROM 
security, cash and bond boxes. 
PAPER COMPANY 


UNITED CUTLERY & HDWE. PROD. CO. NEENAH, WISCONSIN 


108 East 16th Street New York 3, N. Y. FOUNDED 1904 









—_<,~ 
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PACKET FOLDS 
JUMBO FOLDS 










NAPKINS 





FACIAL QUALITY ALL-OCCASION FLORAL 








TABLE SETTINGS 


a 
BANQUET 
TABLECLOTHS 


RS 
ed! 








CREPE PAPERS 
tar 





ge 
‘ey, ag + 

y FLAMEPROOF FOLDS = 
AND ROLLS SS 













BIG BULK 
FLAMEPROOF STREAMERS 


—_ 


FLAMEPROOF 
STRIPED ROLLS 





NEW YORK: 1123 Broadway 
L : ORegon 5-8590 
CHICAGO: 20 N. Wacker Dr 
Telephone: CEntrai 6-7013 





TUTTLE PRESS COMPANY 
APPLETON © WISCONSIN 
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Big, New 
Eraser Sales 
From Today’s 
Prodigious 
“Electrics”! 


























E ven on today’s superb machines — electrics and standarc's 
using carbon or fabric ribbons — typists make mistakes. Eras- 
ing results are almost unbelievably clean, quick, with these 
specially selected Weldon Roberts Erasers NOW SELLING IN 
MUSHROOMING VOLUME! 


SHOW YOUR CUSTOMERS THESE 2 EASY STEPS FOR ERASING 
CARBON RIBBON TYPING 


Each sale is a 2-ERASER SALE! 


41 No. 448 GREEN GLow 


Removes surface carbon to 





prevent smearing. Soft 
green rubber encased in 
spiral paper wrapping 


with pull string for easy 
repointing. 


2 NO. 3650 GRAYPOINT > 


Removes the final image. 
Wood-cased eraser with 
quality gray rubber core. 
Easily repointed in any 
pencil sharpener or with 
a knife. Hexagonal; won't 
roll off desks. With whisk 
for removing eraser 
crumbs. (NO. 365 GRAY- 
POINT same eraser with- 
out brush.) 


OR- -- NO. 378 GrayPoint P 


With same quality gray 
rubber core. Spiral paper 
wrapped, like NO. 448 
GREEN GLOW. 


These same methods are 
also effective for erasing 
impressions typed through 
fabric ribbons. 


FREE SAMPLE 


Write us for a free sample 
of each of these Weldon 


Roberts Erasers, OR order 
a trial dozen of each at 
full discount. 


WELDON ROBERTS RUBBER COMPANY 
365 Sixth Avenue. Newark 7, N. J. 
World's Foremost Eraser Specialists 


Walden Roberts 
Enanand 


Correct Mistakes in Any Language 
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N. Y. Stationers Retain 
Same Slate of Officers 

All officers and directors of the sta- 
tioners Assn. of New York were re- 
elected for another year at a November 
meeting in the Biltmore Hotel, New 
York City. 

Carl C. Judkoff of Cantigny Printing 
& Stationery and Milton Goldhair, Har- 
mill Office Supply, as chairman of the 
board. Harold Hein is vice president; 
Mannie Klein, secretary; and Irving Stein- 


holtz, treasurer. 
Directors are Ben Bailenson, Morris 
Berg, Sol Wein, Louis Caracci, Robert 


Polon, George Reichman, Philip Suchman, 
J. S. Libien, Sam Rabinowitz and Arthur 
Robinson. 

The annual dinner-dance was set for 
Saturday, May 9, in the grand ballroom 
of the Commodore Hotel. Co-chairmen of 
the event are Sam Rabinowitz, Mannie 
Klein and Nat Rosenthal. 


The possibility of establishing a first 


rate, association-sponsored educational 
program is being investigated by Mr 
Goldhair. 

The meeting included a _ report by 


President Judkoff on the success of the 
second annual Eastern Commercial Sta- 
tionery Show which attracted large crowds 
in October. 





NSTRUMENTS © 


HARTFQORO 


TENCILS @ PR 


filet 


a4 
(0 WL L 4 
linpuany 
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Manufacturers Announce 
New Men, Plant Additions 


Newly constructed warehouse and sales 
office facilities in Chicago has been taken 
over by Carter’s Ink Co. The company 
says its new 20,000 square foot building 
will provide customers in a 17-state area 
with same-day service on most orders 

International Formprint Co. of New 
York has announced a new sales policy 
involving the appointment of dealers 

who will sell 
stock 


throughout the country 


their complete line of forms, as 


well as their custom-made forms 
John M. Lyon in Los Angeles and 
James E. Roberts in Seattle have joined 


the sales staff of Wilson Jones Co. 

E. W. A. Rowles Co. has appointed 
Robert A. Hogberg as assistant sales 
manager. He will help coordinate the 
marketing of Ewarco products and will 
manage a newly customer 
service department 


also created 

Retirement of two veteran Eaton sales 
reps, W. F. Cromwell in Kansas City 
and R. A. Durfee in Philadelphia, has 
brought some new assignments. Cuba 
C. White has taken over Mr. Cromwell's 
territory and two men, Edward F 
Sparks and Gaylord Payson, will cover 
parts of Mr. Durfee’s territory 
Solak has replaced Mr. Sparks in the 
Pittsburgh area. 

Ivan G. Herman, former eastern sales 


Joseph 


DUNS REMIEN 


wiModern lndustrs 


BUSINESS 





1) Burroughs 
( learing House 


~ 


ENGINEERING, 
NEWS RECORD 


Orr 





manager for American Met 


: 4 : Specialti« 
Corp., has formed his owr 
i 


J ompany x 
a manufacturers’ representative with » 
fice and showroom at 200 Fifth Aven» 


New York. 
Alex Winkler, sales repr 
Cole Steel Equipment Co. 


Ntative fy 
is been a 


signed to cover the states of Ne 
Jersey and West Virgina. Gabe J, Roh 


bins has joined the firm’s Western dj 
sion and Jeff Magee is a ne represent; 
tive covering the state of Pennsylyap 
except for Philadelphia. | 

John T. Wilson, Jr., who started wy 
the Esterbrook Pen Co. in the shippin. 
department 19 years ago, has been py 
moted from assistant sales 
general sales manager. 

W. H. Bachmann Associates, Cy 
Lake, Iowa, has been named to represey 
the Marnay Sales Division of Rockawy 
Metal Products Corp. in seven Midwe: 
States. 

Kenneth Sutherland, Bellevue, Was 
has been appointed factory represent 
tive in three Northwest states for Currie 
Mfg. Co., maker of steel office specia 
ties. 

Two new sales representatives by 
been added to the staff of Charles ( 
Smith, Inc. They are Herbert J. Wal 
of Chicago and Andrew A. Huth in Ne 
York City 

Regional representatives who will ha 
dle the new paper punch line of Mutu 


nanager ¢ 


NATIONAL 
ADVERTISING 


{ ~ Aeco Not Only Makes The Bes 






But HELPS YOU SELL I 


For well over 50 years Acco’s tep 
utation for quality and leadership 
has been tops. But Acco doesnt 
stop there. Acco wants to see yout 
merchandise move. 

That’s why Acco has always be 
lieved in giving you sales making 
displays and promotion _ helps 
And it’s why Acco is using Ne 
tional Advertising to your as 
tomers — spreading the know: 
edge of and demand for Aa 
products. Millions of readers wil 
see Acco advertising again in 1959 
Are you ready to sell them? Se 
your Acco catalog. 


ACCO PRODUCTS 


A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Torom 
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ail | HE W ° ” 
seal \ Any Unduplicated 


> with of 


“lg ponteandust Ney’ | DUPLICATOR VALUE 


Stern di 
represent, 
Ansylvany 


Legal Size 15'/2" x I1'/," 
legal file folder enclosed. 

® illustrated: No. 73, with handle 
Not shown: No. 72, without handle. 


Both ideal for under- j 
arted wi i r under-arm carrying 


4 Shippin, 
been pr 
anager t 





tes, Chey 
) represen: 
Rockawy 
n Midwes 
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LIQUID DUPLICATORS 


It's VALUE that has put MASTER LIQUID DUPLICATORS at 

| the top of the duplicator sales picture. Right down the line 
they stand out for value — in quality — in customer prefer- 
ence — in faster, easier sales — in bigger sales profit. 


tives ha 
Charles ( 
J. Wals 
th in Ne 
There are 11 reasons for MASTER'S growing popularity 


> will han * EXCLUSIVE DE- all of them point up an unduplicated value to your customer 


of Mural SIGN & SELF- A end VYOUI 
oo ia i Sie Check Them! 
— at. en 
, | 1. LOW INITIAL COST — America’s lowest priced Liquid 
*% TWO BRASS- } Duplicator. Letter size retails at 7.50 


ROLLED QUALITY Legal size retails at $44.50 
Both with supplies and case 


LOCKS, guaran- 
teed rustproof, 2. HIGH QUALITY REPRODUCTION — Clean, sharp copies every 
electronically -= - time 

3. VERSATILITY —— Reproduces everything written, typed or 


welded to case 





drawn 
& EXCLUSIVE ™ 4. PRINTS UP TO 5 COLORS AT ONCE — Red, green, blue, 
DOUBLE-REIN- purple or black, or any combination 
rorceD BOTTOM | POPULAR-PRICED, QUALITY 5. QUICK SET UP AND FAST OPERATION — Ready in seconds, 
*% 1-PIECE CON- prints up to 15 copies per minute 
STRUCTION, BRIEFCASE, Full 2 Inch 6. EASY SIMPLE OPERATION — No special skills or training 
GUARANTEED Expansion All Around necessary ; 
RIP PROOF 7. COMPLETE PORTABILITY — comes with metal carrying case 
J ; . easy to carry and store 
Dealers say Expand-A-Lope obsoletes many brief case portfolios 8. LOW OPERATING COST — Less preparatory cost, waste and 
selling tor up to $20. Revolutionary new method achieves a maintenance 
one-piece, lap-welded construction. 45-gauge, extra thick virgin 9. EXTREMELY CLEAN — Prints with spirit solution, uses no 
he Best Vinyl, Buffalo grain. No faking, no tricks; all solid Vinyl. Exclu- messy inks, stencils or gelatins 
i 2 10. TWO MODELS AVAILABLE — Letter or Legal size .. . the 


= with adjustable handle that lies flat when not in use. latter prints en aren up te 8” wide 
) ers > he g 0 
‘LL II! : — know: We do not use under-gauge or reprocessed 11. NATIONALLY ADVERTISED — completely warranted by the 
erial; that this item cannot be compared with low-priced manufacturer. 
20's rep chain store merchandise or imported products. 
Your satisfaction guaranteed! 


adership : 
t Ord a Tr Joz To y "0 obb O 7vite Us 
deus - rail Dozen Today—See Your Jobber or Write | YOU SELLmore—vou MAK E mort 
See yout ORDERING INFORMATION e 
LEGAL SIZE: 15% inches x 11% inches. Legal file folder enclosed. 
; DEALER NET: No. 73 (with handle) . . . $21.60 doz. + R LI UID DUPLICATORS! 
vays be No. 72 (without handle) . . . $18.00 doz. with MASTE Q ° 
making QUANTITY DISCOUNTS: 5% on 6 doz.; 10% on 12 doz. or more 
helps COLORS: Seal Brown, Jet Black, Luggage Tan. 











. Na- SHIPPING WEIGHT: No. 72... 16 Ibs. per doz; No. 73... 19 a Be a ‘coupon clipper’ . . . get all the facts about 

ing ibs. per doz. the Unduplicated MASTER LIQUID DUPLICATOR 

wf 4 PACKING: No. 72 & No. 73, 1 doz. in display box. Asstd. colors un- | =" -— — — — — SE SO -_— 
<now: 'ess specified 

yr Acco MASTER ADDRESSER CO. 


ers will 
in 1959. 
sm? See 


6500-MS West Lake St., Minneapolis, Minn. 


Tell me more about your Unduplicated DUPLICATOR values 










NAME 
FIRM 
ADDRESS 





45-22 162nd Street e Flushing 58, N. Y. or 
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Products Co. are Martin M. Moldow As- 
sociates, New York; Elmer Krumwiede 
& Associates, Chicago; Albert L. Mar- 
schall Co., New Orleans; Carl W. Draper 
Co., Los Angeles; and Canadian Staples, 
Ltd., Toronto. 

Blaisdell Pencil Co. has added Ray- 
mond H. Berndtson as sales representa- 
tive for northern Illinois, Indiana and 
Wisconsin. 

Elmer Krumwiede & Associates, Chi- 
has been appointed the official 
sales organization for Lit-Ning products 
in 12 Midwestern states. 

Harold Decker, who began his career 
in the stationery industry in a Kalamazoo 
retail store 18 years 
ago, has joined 
Wilson Jones Co. 
and will work in 
Michigan and 
Northern Ohio un- 
der the direction 
of Bill Niesen. Mr 
Decker formerly 
was with the Mas- 
ter-Craft division 
of Shaw-Walker. 

General-Gilbert 
Corp. maker of electric adding machines 
has appointed Charles Throckmorton re- 
gional sales manager for the Midwest 
area of Kansas, Missouri, Nebraska, 


cago, 





Decker 


ee 







PLAN HOL 















Charles Bruning Co., 


nc. 
All branches 
Dieterich Post Co. 
California 

B. K. Elliott Co. 
Buffalo, Cleveland, 
Detroit, Pittsburgh 
Keuffel & Esser Co. 
All branches 


B. L. Makepeace, Inc. 
Boston, Mass. 

A. & B. Smith Co, 
Pittsburgh, Pa. 
Defiance Sales Corp. 
New York, Philadelphia 
Eugene Dietzgen Co. 
All branches 

Charles D. Griffin Co. 
Alaska 





VERTICAL 
FILING EQUIPMENT 


brings engineering efficiency to the care and 
use of prints, plans, drawings, all large sheets. 


Be sure to get your full share of sales generated by our 
consistent national advertising to your best prospects: 
architects, builders, heavy construction, engineers, de- 
sign consultants. Display the complete PLAN HOLD 
line. Use our direct mail pieces for your own list. 


PLAN HOLD Distributors 





Manufactured by Plan Hold Corp., South Gate, California 
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Iowa, North Dakota and South Dakota. 
Frank Goelet of Birmingham, Mich., 
joined Associated Stationers Supply Co., 
Chicago, in November and began serv- 
icing dealers in the eastern part of 
Michigan. Previously he had worked for 
Gregory, Mayer & Thom Co. in Detroit 
and with All-Steel Equipment, Inc. 
Ronald Kushner, formerly with Rem- 
ington Rand, has joined the Chicago 
firm of Neil Short & Associates, Midwest 





Knight 


Cushman & Denison 


representatives of 
Mfg. Co. 

Ed Knight of 
joined A. L. Marschall and Associates 


Cclumbia, S. C., has 
to supplement Mr. Marschall’s coverage 
of Virginia, the Carolinas, Tennessee, 
Mississippi, Alabama, Georgia and Flor- 
ida. The firm represents Amberg File & 
Index, Higgins Ink, Lit-Ning and E. W. 
A. Rowles Co 










The A. Lietz Co. 
California 


Frederick Post Co. 
All branches 
Ww. . Watkins Co., 


a3 Canada 


C. J. Castro & Cia. 
Caracas, Venezuela 


standard 4” 























Bruce M. Forster, a 
years in the greeting py 


eran of 
business, fy 


heen appointed sales manager of 
Gibson Art Co. 

Ed Koijane has taken over the Dod 
of branch manager in San Francis 
for Wilson Jones Co. He joined , 
company in 1942 and has been on & 
West Coast for six and one half year 

Moore Push-Pin Co. has announced 
that Charles J. Ahern Associates, 4 
South Cataline, Los Angeles, is acting 


as its sales representative in 10 Westen 
states, for both hardware and stationy 
items. 

Herbert Grayson, Ace Fastener Corp, 
has William Reichman into associatigg 
with him. Mr. Reichman will help coy, 
the New York Metropolitan area, wor 
ing directly out of Mr. Grayson’s offic 

Following the death of Frank ¥ 
Wolstencroft, Kenneth N. MacDonalj 
has been appointed merchandising ma 
ager for The Esterbrook Pen Co, Ne 
treasurer and assistant treasurer for Este, 
brook are George B. Detwiler and Philip 
E. Scott, Jr., respectively. 

A change has been made in the Cosm 
representation in the states of Tex 
Louisiana, Arkansas, Oklahoma and Nes 


Mexico as the Ward H. Silliman Assoc. 


dissolved. R. VW 
has 
of years, 


ates Corp. is being 
(Bob) Silliman, who 
Cosco for a number 
handling the line. 


worked with 


will bh 
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Most convenient, time saving phone accessory ever designed for 
home or office! Includes pad, card index for names and numbers, 
and magnetic dialer pencil ... 
unit that clips to side of any rectangular base phone. Comes in 
brass or chromium with black lacquer base. Takes 
x 6” memo pad refills. 


@ propucts 


Division of KETCHAM & McDOUGALL, INC., Box 15, Roseland, N. J. 

Send for catalog describing complete PAT line: ’ 
Stamp and Tape Keeper © Reel Riter © Magnetic Phone Pad @ Roll Memo | 
Pin-On Pencil © Magnetic Memo ® Magnetic Pencil ¢ Glass Keeper ¢ Remem0 


all combined in one compact 
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NOW! NEW LOW PRICE on 


FLEXO-SPACE Self-Service Island 


ANNOUNCING our 
New low prices on 
FLEXO - SPACE Self - 
Service Islands. Here 
is your opportunity 
to follow the trend 
of thousands of ag- 
gressive merchants 
like yourself and 
modernize your store 
with Self - Service 
fixtures. Do it with 
FLEXO - SPACE at a 
savings of 50% 
over competitive Is- 
lands. FLEXO-SPACE 
gives you Self-Serv- 
ice, Mass Display 
and 300% more 
Selling Space than 
one flat-type counter. Yes, in only 121/2 Sq. Ft. of floor 
crea you get 50 Sq. Ft. of selling space. Raise or lower 
the middle shelves every 2” within 15 adjustments. FLEXO- 
SPACE is a complete Island! Your customers shop on 4 
sides from 5 large Self-Service shelves. The time-saving 
and money-making advantages of FLEXO-SPACE have been 
“Tested and Proved" by thousands of retail merchants. 
New amazingly low prices on FLEXO-SPACE at almost 50% 
less than you expect to pay. Without obligation write for 
FREE catalog on FLEXO-SPACE and other Self-Service fix- 
tures. Do it now — Today! 


Mfrs. write for special extra low prices. 


ADD SALES COMPANY 


| 829 York Street Manitowoc, Wisconsin 
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for_volume profits... 
ys | Py "CARBON PAPERS 
and TYPEWRITER RIBBONS 


Wtite 


is the RIGHT line 
to feature 


Top profit for you is assured 
because the name WRITE 
guarantees top quality and 
top performance for your 
customers. 
Easy-to-handle WRITE carbon papers 
make more copies, make cleaner carbons, 
and are more economical to use. 
WRITE typewriter ribbons produce clear- 
est, crisp, uniformly sharp letter — and last 
a long time, too. 
Make certain of your repeat sales and cus: 
tomer satisfaction by featuring this sales- 
boosting line. 
“When it’s WRITE it’s RIGHT.” 


Promptest deliveries, always. Send 
for samples and discounts today. 


~ 


WARGO 


BRAND 


FOR PROFIT-MINDED DEALERS 


EWARCO ... the Blue Label line of Rowles products 


offers a long trade discount for quick sales and high profits. 











CHALKBOARDS AND 
BULLETIN BOARDS 
are low in cost, yet high in quality. 
Thirteen models, beautifully framed 
in oak or anodized aluminum, are 
available in various sizes. 


CHALK 


is made from finest 
pure borated chalk, 


ERASERS 


are in children 
and adult sizes. 


Send for complete de- 
tails of EWARCO 
dealer program, 











WRITE 420 Lexington Ave., New York 17, N. Y. 
“CORPoRaTtTED Factory: Bridgeport, Conn. 
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E.W. A. ROWLES CoO. 
114 N. Hickory St./Arlington Heights, lilinois 
Manufacturers of fine chalkboards since 1896. 
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KOH-I-BALL 
double-ender 


BALL POINT PEN 


0) SB fele): 


A superb writing instrument! Attractively styled wood 
barrel finished in red and blue with gleaming brass 
nosepiece. As inexpensive as a disposable pen, yet re- 
fillable. Packed a dozen to a self-selling display ‘box. 
Refills in individual envelopes. Write for leaflet. 


WRITES BEAUTIFULLY! 
40) SS (ele): 
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Bloomsbury, N.J 
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William H. (Bill) Sullivan, industrial 
designer, has joined the design depart 
ment of The B. L. Marble Chair Co. 

Appointment of regional sales man 
agers for the Rust Craft and Volland 
divisions of United Printers and Pub 
lishers, Inc., has been announced. The 
managers are E. Gibson Coskery, wes- 
ern; Charles F. Zell, mid-western; and 
Wyman S. Randall, eastern 

Office planning services will be e1 
phasized by its new regional sales repre 
sentatives, the Robert John Co. has an 
nounced. The men will be available to 








Buddy Story 
administration _ last 
Texas State College 
ried the following month to Miss Donna Associated Acquires 


Stovall 















FOUR ACE 
that help in any 7 


TRANSPA 
CRIMPED SIGNALS ; 
for Protected Visible Cards 









| Graffco sicNats 


There's one best signal for each 
kind of record housing . . . and 
Grafftco makes them all. A_ full 
variety of colors, shapes and sizes, 
to classify, remind, warn or call for 
action. Close your “‘system” sales 
faster with practical demonstrations 
of how they come to life with 
Graftco Signals. 
GEORGE B. GRAFF CO. 
54 Washburn Avenue 

Cambridge 40, Mass. 



















Son Joins Earl Story 
In Tyler, Texas, Store 


After a refresher course 
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enue, Tyler, Texas, 
has announced the 
association of his 


Number One son, . reap 

Buddy Story, with ficers of George Little Management » 

the business. William E. Little, president and treasuy 
The younger and Robert I. Carman, vice president gy 


Story, 


a degree in business 
August 
Denton. He was mar- 


23, received 


inside the store 


. re Earl Story, governor of NSOEA’s Ninth - ‘ 

T. V. Allen Co. of Los Angeles has y, 8 tas duct the annual New York Stations Pi 
opened a New York showroom in Room District and president of Story-W right, end other eabibits of femme. by ty * 
710, 225 Fifth Ave. Billie Redmiles, Inc., printing-office “ee demanibite china o nome Faia 
New York sales re will be there supply-office furni- Mg gp ia > Blass and tabl 
] sales rep, - cee dlion ab 4Ee ware. The other company, Little Brother 
showing the ams grerumg cares, on North Collece A Shows, Inc., will manage the gift sho 
nouncements and fine stationery North College siv- W 


Philadelphia and Washingt 


Companies in Florida 


conduct meetings with dealer staffs. The and warehouse, Buddy will be working Stationers Supply Co., Inc., Chicago, gp 
representatives and their territories are on outside sales Watson Ramsay, Jr., president a Th 
Edward J. Polatsek, Pennsylvania, South Ramsay Supply Companies in Florida join 
New Jersey, Delaware, Maryland, Wash Trade Shows Under ly announced in November that Associate 
ington, D. C., and Ohio; Albert Gold Revised Management had acquired the Ramsay companies P 
blatt Associates, Texas, Oklahoma, At To consolidate activities of their trade Florida ' 

kansas; Arch Halsall, Louisiana, Missis shows into logical groups, William E Associated is a wholesaler of stations 
sipi, Alabama; M. Denny Gains, Ten and Donald C. Little of George F. Little and office supplies servicing  déales 
nessee, Kentucky, Southern Indiana in Management have changed their opera- throughout the Middle West. The Ram 
cluding Indianapolis; Joseph Sherry, tion from a partnership to two corpora- companies also are office supply Whol 
Florida, Georgia, the Carolinas and Vit tions, separating the gift shows from other salers serving Florida and adjacent $titx 
ginia. Murray Scherr continues to repre- types. The firm has been expanding in operating warehouses in — Jacksonilk 
sent the firm in New York City. both size and scope during the past few Tampa and Miami. 
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EVERYTHING IN PAPER 
FOR THE DRAFTSMAN! 
© Graph Sheets e Tracing Papers 
© Planetable Papers  ° Layout Papers. 
© Cross Section Papers 


e Acetate Sheeting 
© Profile Papers (Clear or Matte) 


DEALERS! Send for free samples and Price List! 
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100 Eighth Street ¢ Passaic, New Jersey 
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years in the development of new Marke, 
One of the new compan known , 
George Little Management, Inc., Will 


held semi-annually in New York, Boste 


Both corporations maintain headquire 
at 220 Fifth Avenue, New York 1, 


secretary. Little Brothers Shows is head 
by Donald C. Little, president, and Wy 


from North liam E. Little, secretary-treasurer, 


O. Gressens, president of Associates 
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variable * 


Rings up a sale every time a cus- 
tomer says “variable number- 
ing.” Prints or skips any number 
as many times as desired in a 
progressive series. Sells itself as 
soon as you demonstrate it! 
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ANOTHER POPULAR 
COWL “AT-A-GLANCE” PRODUCT 


Popular with business men. Gives an easy, accurate means of 
listing travelling expenses, with itemized expenditures for each 
day and column for weekly recap. Undated pages can be started 
any time. Wire-O bound book lies flat for easy notation. Fine 
simulated leather cover in Black, Saddle, Red and Blue. This is a 
fast- “selling Nascon item that answers an important daily need. 


Retail: Vest-pocket size $1. 20; Pocket-size $1.50. 
SELL BEST BECAUSE THEY TELL BEST 


Gta 
fe - Kas Bi , 


EATON PAPER naman PITTSFIELD, MASSACHUSETTS 














Showroom: NEW YORK, 475 Fifth Avenue 






































same day service 














over 3” in length $1.50 add. 


extra line of type 1.00 ea. 
enlarging-reducing 2.25 
underlines .50 
duplicates 

with order 2.00 


DEALER DISCOUNT 40% 














Reproductions made from pen, pencil, 
or ball pen in any color ink. 











LOUIS MELIND COMPANY 
3524 NORTH CLARK STREET 
CHICAGO 13 
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Aigmont the office supply buyer says... 


"an index divider 
that lasts 






Aigmont’s excited about AICO’s 
Rip-Proof Loose Leaf indexes. They 
won't wear, tear or pull through at holes 
Ideal for use in ring books, post and 
ledger binders and memo books. 


Binding edges are reinforced with 
MYLAR‘ plastic. It is stronger than 
other reinforcing, less bulky... and 
costs less! 


In all stock sizes and made-to-order. 
Choice of a wide variety of index tabs 
and colors. 


AVAILABLE AT YOUR STATIONERS 
or write for samples and prices 


SD G. J. AIGNER CO. 
a 426 S. Clinton St. 
Chicago 7, Illinois 

ciz Plants in Chicago; 


Rochelle, Illinois, 
* DuPont's registered Trade , - 
Mark for its polyester film. Pn eee 








DEALERS! OVER 200,000 CUSTOMER READERS* WILL SEE THIS AD! 
*consumer readers of business magazines carrying this AICO advertisement. 
- - = for more details circle 104 on last page 
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NEW PRODUCTS eee (Continued from Page % Office P 





Colored Candles u 

Will & Baumer’s hand dippa 
tapered candles for | cane lam 
and other small holders are gg 
available in six decorator colo, 
Measuring 4/2” high and 14 
diameter at the base, these candle 
are packed four to a package 
packages to a case. Unit cost , 
dealers is 30 cents per package wig 
a suggested retail price of 50 cen 
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When you Allen-ize by selling the R. C. Allen 








line your sales are easier, your profits great- 
er. Take the R. C. Allen 10 key Model 5111 
adding machine . . . it boasts of selling fea 
tures galore that put it in a class by itself 
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Folding 


Multi-pv 


Ring Book Label Holders 1s 


: : space iS 
Kolor Klips, the plastic ring book a ‘ 
ee: )-f0 
label holders made by Office Products, - 14 
seats . 


Inc., are offered in a full-color display 


, , ve - dae and comp 
carton measuring 6" by 9" by 3”. The 














Kolor Klips, especially designed for one- gee > 
inch and two-inch ring books, are avail- " ieee 
able in five colors. They incorporate at he 
metal spring clips which slide over the ~~ fold 
end of the binder, a slip-in space for the “el,” hi 
UL is label and a clear plastic window which Mobil-Ma 
ae a a protects the label from soiling. Each clip ioral 
- is individually wrapped in cellophane wid a 
Completel 
Pocket Slide Rule 169) caster-less 
Frederick Post Co. has develope prevents 
FE eS 3 mm a compact, efficient professional slid “af - 
} ae _-% tule in shirt-pocket size. The Pocde™ “© - 
Versalog weighs only 11/ ounces, me Pf 
TT . sures 634" long, contains 23 versatile Follow- 
Daa ollow-' 
~ . scales and is described as the perfec 


answer to the need for a highly x 
curate instrument for on-the-spot, rapid calculations. Furnished 
in a leather case with pocket clip, the Pocket Versalog is do << 
structed of laminated bamboo overlaid with snow-white celluloid _ 
The company says natural sealed-in silica makes the rule funetion ” 


more smoothly as years go by without ever need for lubricants 





Here are the features that make your selling 
easier: Automatic credit balance . . . Auto- 
matic step-over multiplication . . . Positive Furniture Sales Kit 
back space correction ... Line correction and Office Suites Inc. has a 1-2-3 
non-add keys .. . Credit balance, subtract dealer sales kit which, the firm 
and credit totals in red... Single, double and says, “makes an office-planner out 
triple cipher keys .. . plus the famous R. C. of practically any furniture sales- 
Allen Memory and Recall keys that make any man.” The kit includes 250 
dealer brochures, 100 color 
foyel-1¢-h 00] ar-1am 2.49] 18 © 
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(stock N 
sliding 
perfect a 
angle fo 
metal tal 
Pendafle: 


Time € 


slides with screen and projector, 





So, make yourse @ primer --- by and five new OSI Custom Of- Three 
Allen-izing for more profit. fice Planner Kits. The client standard 
gets an immediate picture of Time Re 

what his actual office will re- tactories 


semble. The salesman, with the tools at hand to be a spe— «ach rach 
cialist in efficient office planning, has the size, specification singly 1 
and price at his fingertips, and thus cost is determined im gauge st 
mediately. OSI is offering the complete package to dealers fo sizes inc 


$125 
Star C 


815 Full Keyboard 707E Portable 





R.C.Allen Business Machines, Inc. 


18 
682 FRONT AVE., N.W., GRAND RAPIDS, MICH. Waste Baskets 


A new line of decorative wa 
baskets has been announced by Wei 
man Bros., Inc. New styles indo 
many with brass or copper finishe 
new embossed designs and strikitt 
colored backgrounds. Shown _ here 
Model 5905, an oval metal wast 


Adding Machines * Bookkeeping Machines « Cash registers 
e Typewriters « Safes and Insulated Files « Carbon Paper 
and Ribbons e Precision Aircraft instruments 





| want to Allen-ize for more profit. Send me the 
complete information. 











Name -———- —-——————— basket 7” by 11” and 13” high. The 
——— complete line is shown in the 99% the yea, 
PAGES || = Pee ter gar a Weinman Bros. catalog. ardboa: 
oem City SS 
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Autopoint Co. has announced a spe- 
cial introductory offer on its Cargo- 


Pen. With the purchase of one dozen . 
Cargo office pens at the regular price, with dak 


Office Per Deal 19 




























ind dip 

icane the industrial consumer gets the second P 

S are dozen at half price. Special colorful NEW ‘ ° hs \,[@)] B) = 
tor colon packaging will promote the “Half Price 










and 1" 4 Sale.’ The pen is available in the dozen 
ese candle box in either blue/black, red, green | ' ‘aa 1 
ackage, 1) or reproducing inks and with real thin l — OL I em 





nit Cost » 
ackage wit 
t 50 cent 
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fine point. 












3 TYPEWRITER 


folding Conference Table 
Multi-purpose use of floor 
ace is achieved with a new 
afoot conference table that 
sats 14 people, folds easily 
and compactly, rolls on swivel 
asters, and stores out of the 
way when not in use. A product 
¢ Howe Folding Furniture, 
Inc, the table opens to 12’ by 
- folds to 30” by 14” by 
78,” high. Called the Howe 
Mobil-Matic 12”, the table also comes in a 36’ width. Counter- 
balanced spring tension construction and synchronized action is 
gid to make opening or folding the table almost effortless. 
Completely opened, the table locks in place automatically and 
aster-less end legs preventing movement. A low center of gravity 
orevents tripping when folded. The table has a genuine Formica 
» on 3%" solid plywood and anodized aluminum moulding. 
legs are heavy gauge, 1” diameter, steel tubing plated with 
rust-proof cadmium, 
























we tee ne ee r 

























Follow-up Folders 21 
The Oxford Pendaflex Sliding As Much As 51% 
Signal Follow-up Folder has a new | - . 
design that eliminates “blind spots,” Profit Possible 
permits completely visible signaling 
of every day in the year. A 31,” 
blank insert at the left for identifi- 
cation of folder contents is also 
furnished. The new follow-up folder | 
(stock No. 4152B2) cannot sway, the company says, and the 


The new handsomely designed “A” model, 44-key 
VisOmatic typewriter, gives you “profit power’ through 
features galore new quota system lets you make 
as much as 51% profit you can be highly com 
petitive in the school market 
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| 
sliding signals that indicate months and days are always in | Here's why the New VisOmatic sells: New dua 
perfect alignment. The new full-width tab slants at a 90 degree | built-in card holder Fully automatic VisOmati 
angle for natural, effortless scanning. Oxford also has a new | margins New automatic bail with instant paper 
metal tab that is completely interchangeable with its regular | insertion Velvet touch keyboard Removable 
Pendaflex plastic tabs. platen Finger tip tab set and clear buttons 






Half space escapement and margin justifier 

Time Card Racks oo | 7 soft-tone, office-matched colors 
Three new time card racks, specifically designed to hold There's no profit q n with the R 

standard tabulating card sizes, are now available from Cincinnati n either the Standard or Ele 
Time Recorder Co. Developed to answer a need for offices and roven 
factories using tabulating equipment in payroll computation, 
tach rack holds as many as 25 cards. They may be wall mounted i, 
singly or in batteries of one hundred or more. Made of heavy ae te 
gauge steel, each rack has baked-on gray wrinkle finish. Card a ‘ wil é 


sizes include 334"" by 51”, 33%” by 7”, and 33%” by 814 
Stor Chart 23 Business Machines, Inc. moses ae erectrit 


American Map Co. has pub- 
lished the twelfth map in _ its 
29-cent series, a Star Chart of Adding Machines « B P 
the Heavens, No. 9574. The map Typewriters * Safes and | 
is printed in white on a back- Ribbons © Precisi 
ground of midnight blue, size 

























682 FRONT AVE., N. W., GRAND RAPIDS. MICH. 










































50” by 38”, folded to 91/.” by PP: ¥ sa ee : 
yor m . eC dad Ta want to len-ize for more profit end me the 
[ 12Y, . A user can locate any star i | compante lalermotion. 

visible to the naked eye from any ha | 

point on earth at any time of Q j Name — 
the year. Included is text data on the heavenly bodies. Colorful i eeaiidies 

cardboard counter display is enclosed in each carton of 25 or 100 i 

Ee— | City eee 
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NEW PRODUCTS ....... 


Spray Finish 24 
¥ To provide an 
actual hammer fin- 
ish from a _ push 
button spray can, 
Illinois Bronze Pow 
der Co. has intro 
duced Hamm-R 
Spray, a 16-ounce 
aerosol for on-the- 
site touch-up spot 

; ting or complete re- 
finishing jobs on machines, appliances 
and cabinets. It is said to dry in minutes 
to a modern metallic effect on any sur- 
face which would take ordinary paint 
It is available in a variety of colors 





Duplicator Ink Pouch 25 

Print-O-Matic Co. has eliminated some 
of the guesswork and miscalculation in 
duplicator inking with a new throw-away 
ink pouch. Called Plasti-Pakt Post Card 
Duplicating Ink, it is a flexible film plas- 
tic container with a pre-measured supply 
to produce 750 clear copies from post- 
card-size duplicating equipment. Light 
squeezing empties the pouch 


Folding Chair 26 
A newly designed 
metal cane folding 
chair is being mar- 
keted by Lyon Metal 
Products, Inc. The 
chair, light in 
weight and yet ex- 
tremely durable, is 
made entirely of 
steel. A_ resilient 
channel frame per- 
mits it to adjust to 
uneven floors without permanent frame 
distortion. Safety features include pinch- 
proof hinges, rounded corners and smooth 
edges. The legs have white rubber feet 





Insulated File 27 


A new’ Under- 
writers approved 
insulated filing 
cabinet has been 
introduced by the 
Mosler Safe Co. It 
is available in dec- 
orator colors in- 
cluding grey, green, 
and tan; and in 
two, three and four 
door models. The 
file has an inter- 
changeable lock for key or combination. 
Each drawer may be individually locked 
making each drawer a safe in itself. Push- 
button handles give functional beauty and 
provide easy operation. The file opens 
into a “V” for easy re-filing and finding 
Letter size or legal size papers can be 
accommodated in the full-drawer filing 
units. The file will protect its contents 
from fire up to 1,700 F. for one hour 
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Label Holders 28 

* OPI Premier 

' Label Holders by 
Office Products, 
Inc., are now avail- 
able in a _ new, 
handy-size package 
that contains two 
6" strips (one 
foot) of clear, 
vinylite plastic, 
label holders, to- 
gether with the perforated inserts for 
easy labeling. Office supply dealers and 
stationers will be able to offer 1 foot of 
material for the price of only 6’, the com- 
pany says. Label holders will not warp, 
curl or crack, and will adhere to metal, 
wood, plastic, cork, glass — any clean, 
flat surface. They are available in three 
standard widths; 1", 34"" and 1”. And 
they are open on three sides for the in- 
sertion of cards or labels 





Ball Point Desk Set 29 

The “Dart’’ Ball 
Point pen in a new 
desk set by Seng- 
busch is scientifical- 
ly created to assure 
correct weight and 
balance. Because of 
its design, the pen 
will not roll when 
laid down. A flat 
ceramic base, which 
matches the pen in both design and color, 
is simple and functional. The pen rests in 
a socket of satin aluminum. It is available 
in two colors, jet black and light tan. 





CON... 
(Continued from page 27) 

It is also subterfuge in another 
way, namely that resale price main- 
tenance laws always appear as grant- 
ing power to a manufacturer to con- 
trol the prices on products which he 
has produced. I say this is subter- 
fuge, for I believe it is true that 
the initiative for the establishment 
of such laws has not come from the 
manufacturers. It is very doubtful 
if most manufacturers desire such 
a law. I believe that such lip service 
as some manufacturers have given 
to these laws reflects pressure from 
the retailers. Bills of this kind stand 
condemned on the ground that they 
do not in a forthright way reveal 
the interests to be served, which are 
primarily those of established re- 
tailers in certain lines of trade. 

Permitting one businessman to fix 
prices legally binding on others 
creates a strong pressure to move one 
step further, which is government 
price fixing. Cannot American busi- 
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nessmen see that they can 





7 CSCape MH theif prod 
government price fixing only ji erwice an 
accepting the discipline the freell price, they 
market ? ad the c 

I have devoted myself for map doice be 
years to a defense of the freedom jp other 
of American businessmen to conduc MM make a 
their affairs in their own way. This variety anc 
however, is always on the assumption oart of 
that their power to act arbitrarily jg variety of 
effectively checked by competition There b 
The American people generally dis § gade of 
like arbitrary power, but if it is to Mm maintenan: 


exist I think they would prefer tha ff js general 
it be exercised by government rather M prices are 


than by private parties. I have al js not the 
ready heard in discussions of this post sign 
very bill the suggestion that if the ff resale pric 
manufacturer of a branded product § principle 

is to be given the power to specify ff dividuals « 
the price, then the Federal Trade they pay 2 
Commission should have the power M ticular stc 
to review that price to determine ™ tind of 

whether or not it is reasonable, | fferings 

is a very short step from government § dom of ¢ 


reviewing the reasonableness of iff There < 
price to government fixing the price J yhich the 

Why have these dire consequences ff of trade 
not been realized in the past? The 
answer is that most manufacturers 
and wholesalers have not chosen to 
exercise the power which was grant. 
ed to them. Indeed, it has 
used only in quite limited 
areas, chiefly drug store items, 
trical appliances, liquor, and a 
others — some students esti 
about 10 percent of retail trade, 
it is a very poor justification 
a law of the United States that 
has not had disastrous on 
merely because people have @ 
chosen to use the power which i 
law granted them. a 

The proposed bill is a direct assail 
on the interests of the consume 
With most branded goods, # 
wholesale and retail margins are 
large part of the consumer dollif 
in some cases as much as one-hall 
of it. By this bill we make it possifil 
to eliminate competition on 50 pa 
cent of the consumer dollar. ¥ 

In this area, as in others, sé 
should be free to offer their g 
on any basis that they desire 
some of them wish to offer the 
complete service — convenience 
location and the amenities that 
consumers may want and be will 
to pay for — they should be f 
to do that. If others wish to & 
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sheit prod cts with a minimum of 
evice and at the lowest possible 
rice, they should be able to do that, 
a the consumer should have free 


noice between these alternatives. 


in other words, what is needed to 
mike a free economic society is 
ariety and freedom of choice on the 
oart of the consumer between a 


wriety of offers made to him. 
There have been various studies 
mde of the effect of resale price 
mintenance on the level of prices. 
In general, it appears that average 
sices are increased, but really it 
snot the average price which is 
most significant. The practice of 
sale price maintenance violates this 
principle of variety. People as in- 
jividuals do not pay average prices; 
they pay a particular price in a par- 
tialar store and for a particular 
tind of service, and a variety of 
fferings is the basis of their free- 
fom of choice. 

There are often circumstances in 
which the businessmen in one line 
f trade feel that competition in 
that line is stronger than they would 










SCRAPBOOK 
PLUMETTE 
LINE 


like, But the number of competitors 
in a free system is controlled by the 
level of prices and potential profits 
to be made. If a scheme 
therefore, to 


is devised, 
businesmen in 
any line of trade that their margin of 
profit will be protected, it is very 
likely that the number going into 
that line will increase, and the com- 
petition which it is hoped to avoid 
will come back in other forms, 
which though not so useful to the 
consumer will still be objectionable to 
the competitors. Is it not quite likely 
that if this occurs the same business- 
men will be coming before the Con- 
gress a few years from now asking 
for limitations on the 


assure 


number who 
their trade? We 
should not brush this prospect aside 


can come into 
as unlikely, for such limitations on 
freedom to start a business already 
exist in a number of other countries 
in the form of 
ment 


a necessary govern- 

“convenience and 
necessity,” which is merely a slight- 
ly concealed way by which the people 
established in a trade limit the num- 
ber of their competitors. 


license of 


A specific objection to the pro- 
posed bill is that it permits one con- 
cern to fix the prices which shall 
be charged by its competitors. This 
is done by a provision that a pro- 
ducer (legally defined here to be 
a “‘proprietor’’) who is himself en- 
gaged in the retail sale of his prod- 
uct, as for example if he has some 
retail branches of his own, may spec- 
ify the price which other retailers, 
who have bought and paid for the 
product, must charge. It is difficult 
to conceive a flagrant in- 
fringement on the private property 
rights of free American businessmen 
than that one seller should be able 
to specify prices for his competitors. 

Reference has been made to sub- 
terfuge in bills of this kind, and one 
of the most serious ones is the ef- 
fort to make it appear that this is 
a protection of the small against 
the big. This is only superficially 
and occasionally The price 
cutter may be small or he may be 
big. That is not the essence of the 
question. It is rather an effort to 
protect the established against the 


more 


true. 





What makes SMITHCRAFTED 


the finest in leatherette.... 


first in sales? 


For 40 years the name Smithcrafted has meant leadership in every 


phase of leatherette craftsmanship and ‘know how"... 


* The ultimate in design and color by reknown stylists such as 
Raymond Loewe & Associates, Betty Betz and others. 


* Unexcelled leatherette materials constantly under development 
for more durable luxurious texture and appearance. 


* Experienced, precision workmanship — genuine and intricate 
embossing, finest and most modern screening and binding 
techniques. Avoidance of time and labor saving devices which 
tend to diminish high Smithcrafted standards of quality. 


Write for your Smithcrafted catalog of fine leatherette products. 


THE S. K. SMITH COMPANY 


2857 NORTH WESTERN AVENUE 
Showrooms: 225 Fifth Ave., N. Y. 
Room 1519A, Merchandise Mart, Chicago 
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newcomer. This is one of the great- 
est dangers that confronts democ- 
racy, and has led some foreign 
political philosophers to predict the 
downfall of our system. The partic- 
ular manifestation of this danger 
in the present context is that the 
established concerns with their vest- 
ed interests in the preservation of 
a particular price structure and a 
particular way of doing business 
would use their power to check the 
rise of new and different kinds of 
business institutions. 

But it must be obvious that the 
essence of progress is change; that 
progress is the key to prosperity and 
even to survival in this present day. 
We must remember that Russia's 
rate of economic advance has been 
substantially greater than ours in 
recent years. It could therefore be 
fatal not only for the prosperity 
and purchasing power of the com- 
mon people of this country, but for 
our very survival if we were to move 
further in the direction of making a 
more comfortable existence for the 
established concerns and of placing 
additional and artificial handicaps 
on the new and adventurous ones. 

We all can sympathize with con- 
cerns which find difficulty in hold- 
ing their own in the competitive 
race, but we must remember that 
progress always has two sides. These 
two aspects are the creation of the 
new and the destruction of the old. 
As has been said, progress is the 
process of “creative destruction.” If 
“destruction” is too strong a term, 
we can at least say that the process 
of creating new things and new 
forms of services which benefit con- 
sumers do have the effect of in- 
creasing competition and perhaps 
forcing losses on the producers of 
the old things or the suppliers of 
the old type of services. 

If American businessmen are not 
willing to submit to the unpleasant 
aspects of progress and if they suc- 
ceed in getting the support of gov- 
ernment to avoid these aspects, then 
we will have to forego the general 
advantages of progress. For prog- 
ress does involve change; creation 
does involve destruction; and the 
mature and reasonable people of 
this country had better realize these 
simple facts. This broad issue is in- 
volved in this bill. You cannot pro- 
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tect the vested interests which whole- 
salers and retailers have in their 
existing ways and existing price 
structures and at the same time 
enjoy the fruits of progress in this 
important field of distribution. 


PRO... 

(Continued from page 27) 
ed and offered the item for sale 
at about $5 over our cost. We main- 
tained list prices until September 
15 and sold one typewriter of this 
brand. 

There are presently under way 
efforts to reverse the tide of events 
and buttress fair trade’s structure 
with a new national law. 

There will be presented to the 
new Congress in January sweeping 
and comprehensive proposals to 
solve fair trade’s problems. These 
proposals (there will be at least 
two) represent a careful and pains- 
taking reappraisal of the objectives 
and justification of fair trade. 

It is important that a distinction 
between the Miller-Tydings and the 
McGuire Acts on the one hand and 
the new national fair trade legisla- 
tive proposals on the other hand 
be drawn. Both the Miller-Tydings 
Act and the McGuire Act, although 
enacted by Congress, were enabling 
in nature. They came into operation 
only if the state of resale permitted 
price maintenance by a fair trade law 
or otherwise. 

The new proposals to be introduc- 
ed in Congress will establish fair 
trade on a national basis. Enactment 
of such a law will mean that it will 
be effective in every state. Enforce- 
ment will be simple and practical. 
Now there will be only one statute 
to be interpreted rather than 45. 
Now there will be one rule of law 
— the federal law — rather than the 
confusing legal picture existing to- 
day. The unwieldy contract system 
and the unpopular nonsigner clause 
will be of the past. 

Fair trade’s safeguards to the pub- 
lic, however, will be continued. Com- 
peting products must be available to 
the public. 

The public's interest in fair trade 
likewise continues in the new na- 
tional fair trade proposals. The fair 
traded product carries alone the 
responsibility for its value with rela- 
tion to its total price. If that value 


is not competitive, the n 

is forced to reduce his ; 

prove his quality to m 
increase his sales volum 

tion may be thrown again 

uct by fair-traded produ 
manufacturers. Or comp 

come from products ¢: 
brand of the store. Or co 
may come from products 

a manufacturer's brand but 
traded. And competition may 
from products carrying no br 
at all. 

No manufacturer of national « 
ture can depend upon a handfil 
of discount houses or predatory “big 
stores’ to move his entire produc 
tion. He needs — and this nation 
needs — the thousands of small tc. 
tailers to get his product to the con. 
sumer quickly and at reasonable cost 
This is modern, progressive mer. 
chandising with all of the economic 
and other benefits of the mass dis. 
tribution network. So that this gy. 
tem may be sustained and extended, 
there is need for national price stabi} 
ization legislation. 

Otherwise retail monopoly will 
result as the small merchants dy 
up simply because the owner of the 
brand, name or trademark was not 
able to protect his own property, 

It is fortunate indeed that the 
overwhelming majority of small re 
tailers can benefit under a law de 
signed to aid the consumer and the 
manufacturer by protecting them 
from predatory retailers. This, how. 
ever, does not mean that the te 
tailer is removed from active, healthy 
competition, He is protected only 
from that type of destructive and 
deceptive competition which permits 
one retailer to control an_ entire 
market because he is large enough to 
operate at a loss on brand-named ot 
trademarked items in order to make 
a larger profit on others. 

Since no legislature, state or feder- 
al, has ever repealed a fair trade 
statute since the first one was enact 
ed in 1931, we have confidence that 
a majority of Congress, upon prt 
sentation of the facts, will agre 
that a national price stabilization at 
to protect time-honored brand namé 
and trademarks from degradation 
and destruction is necessary. 

It is up to us to get that truth 
to Congress so that it too will recog 
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Plenty of journal space for diary 
of places visited, weather, mem- 












a orable meals, etc., address pages 
Det for new friends met, trip high- 
ae vu » Hip hig 

cy : by W SHACHIHATA lights, autographs, outline and 


colored map sections, and the 
ever important cash account 
section. WARD BOOKS are 
available with three different 
information sections. 
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> br Quality Stamp Pads for 40 Years! 
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handfal One has special information 
ory “big pertaining to trips by air. 
produc. “HOMO” STAMP PADS Another is beamed at cruises 
S nation 


and trips in the country, the 
West Indies, and Central and 
South America. 


Still another features informa- 
tion pertinent to shipboard 
activities. 
Then there is a book that has 
a built-in snapshot section. 
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Antique finish cowhide padded covers, 
24 kt. gold edged pages, colored map 
section, pencil in loop. Gray, Green, 
Maple, Wine. 
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ible cost 


GRACEFUL DESIGNS VIVID COLORS 
LARGER INK CAPACITY REASONABLE COST 
ve mer. 


ee at Clear impressive colors... suitable for 
stamping on documents and ledgers. 
-ONOMiIES 


nass dis- Color of pad’s frame For re-inking ... use only Shachihata Stamp 


indicates its original a 
this SVS- "“ak'e color ink Automat “ 58"! 









xtended 
ce stabil. 


SIZE : H-4, H-3, H-2, H-1. 
Available in 6 colors and uninked, and 


also foam rubbe; stamp pads. 





oly will 


ants dry 1643 — “Happy Landings” 


“NEO” STAMP PADS 






































































© oft (Air Travel) 30.00 dz. 
ae 7843 — “Travel Diary” 
Was nol NON-FADING NON-SMUDGING (General) 30.00 dz. 
property EXCELLENT DESIGNS VIVID COLORS 1943 — “Bon Voyage” 
that the - (Foreign) 30.00 dz. 
small te. Permanent ingreive clumping, even <8 Bright smooth finish leather. Flexible 
lew “hard to stamp" surface, cloth, wood, and construction, 24 kt. gold edged pages, 
set so on. colored map section, pencil in loop. 
and the Color of pad'’s frame Blue, Brown, Ecru, Wine. 
1g them ee = atguet For re-inking ... use only Shachihata Stamp | 1633 — “Air Travel” 21.00 dz. 
his, how. Ink NEO-88 ! | 7833 — “Travel” 21.00 dz. 
the te SIZE : HN-4, HN-3, HN-2, HN-1. T1933 — ‘Travel Abroad" 21.00 dz. 
> healthy Bright finish textileather. All-over de- 
is: : Available in 6 colors and uninked. sign. Has general inside plus album 
ted only section of gray pages. Brown, Green, 
tive and Red. 
1 permits By: CHEMI-PET MARKING PEN | 1705 — “Away WeGo"” — 13.20 dz. 
n entire WRITES .. DRAWS .. MARKS .. 
nough to on any surface, paper, wood, cloth, plastic, For complete information write 
1amed ot metal and etc... jor our catalog. 
to make NON.-FADING QUICK - DRYING 
VIVID COLORS REASONABLE COST 
eI ‘ , 
re - Color of Pen's holder suitable to teachers, artists, designers, 
ur on: Ay" ~pe students, and so on. | 
ras enact ° | 
ence that For re-inking ... vse only Shachihata 
pon pre: Chemi-Pet Inks! 
ill agree Available in 10 colors. Packed in 10 4 mn WE L WJ f fe D 
color's box and one dozen box. 


ration act 


nd names] PATENTS for these 3 products are applied for MANUFACTURING COMPANY 
yradation 


o % : SHACHIHATA INDUSTRIAL CO., hay : 29-37 ram STREET, BOSTON 10, MASS 


nal truth 7 65, Uwabata-cho, Nishi-ku, 
1 og Nagoya “JAPAN 
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nize that such legislation, essential 
to the public welfare, sustains the 
health of small business in America. 

NSOEA will not be standing 
alone if it approves of fair trade, 
but will be standing shoulder to 
shoulder with many other national 
associations. 

A representative list of trade as- 
sociations favoring national fair 
trade legislation includes the Na- 
tional Appliance and Radio TV 
Dealers Assn.; National Wholesale 
Druggists Assn.; National Assn. of 
Tobacco Distributors; National Assn. 
of Retail Clothiers and Furnishers; 
National Sporting Goods Assn.; Na- 
tional Retail Hardware Assn.; Amer- 
ican Booksellers Assn.; and the Mas- 
ter Photo Dealers & Furnishers Assn. 

Some of the past presidents of 
NSOEA who endorse fair trade are 
W. R. Diehl, Jr. (1957-58); Walter 
H. Miller (1953-54); and L. R. 
Kendrick (1948-49). 

Recent District Governors also en- 
dorsing fair trade include George 
C. MacGreevey, District 2; Art C. 


re, 
LAdeidlté 


y 


Finger, District 6; Bill Kistler, Dis- Assortment control can | dangerog, 
trict 10; Albert J. Furrer, District if it is too rigidly enforced. Tt gq 
12; A. Pickar, District 16; and John have a restricting effect upon sales ani 
Wikle, District 14. expansion. One way to avoid this 
A representative list of manu- restriction is to establish a Separate 
facturers who sell their products classification for new items with whig 
through our industry and who favor you are experimenting. As soogim 
effective and enforceable national an item has proven itself, it cagiil 
fair trade legislation includes A. T. added to its proper classification, jy 
Cross Pencil Co.; Esterbrook Pen Co.; this way, the amount of gambling 
Parker Pen Co.; Scripto, Inc.; Fisher new items can be kept under contig 
Pen Co.; W. A. Sheaffer Pen Co. Any item that sells at all well can 
Be sure to vote “Yes” to the fair _ port itself. The problem comes in mm 
trade question when you receive it ing all items turn as well ag 
from NSOEA. average. ; 
We must always try to inject 
DR. CROSS... blood into our assortments with 
(Continued from page 35) items of merchandise, but we ¢ 
understand this point will pay off with have to try everything we see, 
big dividends in profit. later discussion on these pages, I} 
The success of the great retail chain cover some of the criteria for jud 
organizations stems from their ability the probable effects of new items] 
to restrict their efforts to a workable —_ your turnover and on your profits) 
number of varieties of any item. They Turnover is not a mere statisti 
change their assortments with chang- figure to be looked at once a year aad 
ing demand, but they work hard at then forgotten. It is a living cong 
keeping duplication out of their as- that spells profit. We must strivetp 
sortments. improve it daily and on each item 


for QUALITY 


steel store 


a VIN | Lee fixtures and 


Z < 
{ « 
\ y 
¥ 
p~ >. 


shelving ... 


; For further information 
GOP Vintilo Yt and service on store 


planning, write to Sagi- 





They'll al back f ~ naw Industries today ot 
ey'll always come back for wat 2 ee ha | te edidvece bnelou 


Flo-master / Cado-marker | Brite-line Marker | Ke-master | LEB Binder Clips 
Shelf life unconditionally guaranteed indefinitely! Top profits assured! 


fices in principle cities. 


write to SAGINAW INDUSTRIES CO. 


ITT a em 21:19 S. Jefferson ® Saginaw 24, Michigan 
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TESTRITE’S “SEERITE” magnifiers 


Optically ground and polished 
glass lenses. The unique green 
metal display stand makes 
sales easy. Each reader at 


scarlet and grey box. 
No. 735/10 
GROUP 
CONTAINS 
2-242" Readers 
2-3" Readers 
2-312" Readers 
2-4" Readers 
2-412" Readers 





135 MONROE STREET 
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tractively packaged in <M 


TOTAL RESALE ; limited stock. Priced Right for Resale. 


One $2.00 Display Stand Free with Send for free price list, and catalogue. 
Each Assortment Prices include boxing for shipment. 
PRICE TO DEALER — $17.40 


Open Stocks Available Less 40% MANHATTAN OFFICE 


TESTRITE INSTRUMENT CO. EQUIPMENT CO. Wholesalers 





USED AND SERVICEABLE 
OFFICE FURNITURE 


FOR DEALERS AND RETAILERS 

DESKS, TABLES @ FILE CABINETS, wood 

BOOK CASES and steel, legal and 

SWIVEL CHAIRS letter sizes, with and 

TYPIST CHAIRS without locks 

TYPISTS DESK @ CARD FILES 
We offer to the trade office furniture in good condition, 
priced right so you can resell at a good profit. 
Arrangements to ship less than carload lots, and carloads 
if desired. Three warehouses located in Washington, D. C. Un- 








639 NEW YORK AVENUE, N. W., WASHINGTON 1, D. C. 


NEWARK 5, N. J. Maurice Kressin, Gen. Mgr. 
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A. Murtagh, New York City chief magistrate, is first 
dangetoy a a new “sidewalk calculator” in front of the Addo-X 
1. It Can peilding at 300 Park Avenue. Remote control keyboard set 
Sales anj isto the sidewalk operates a regular printing calculator vis- 
void the ole through the window. Looking on are George Agrell, 
Id this igit, president of Addo Machine Co., and N. Gosta Arnheim, 
Sepa pesident of Addo-X, Inc. 
vith whid 
> SOOn| 
it cane 
-ation, Jy 
mbling gy 
er contr) 
ll can . 
es in fe Good office lighting doesn’t cost — it pays, says W. S. Fisher, 
II { oe a . G-E office lighting specialist. He is shown at a display board 
asi : on the economics of lighting which is part of the new of- 
fice lighting facility at the G-E Lighting Institute. His point is 
inject t that if an office, counting salaries, costs $40 per square foot 
with . ; per year and lighting accounts for 25 cents of this, then 
pm. . productivity could be increased as much as 5 percent by 
we ¢ : spending a few’ cents more for better lighting. 
see. Ij 
ges, 1} 
or judi 
v ite 
profits, 
> sta is f 
a year a 
ng coneept 
st strive to 
ach item, 


= VIEWS 
re Monroe Krass, left, Empire Safe Co., New York, and William 


and Hurevitch, second from left, president of General Desk Co., 
New York, placed the first distributor and dealer orders re- 


spectively for a new line of insulated files introduced by 
Protectall Safes, a division of The Mosler Safe Co. With them 
formation of the N EWS are John Mosler, executive vice president of the safe com- 
pany, and S. Robert Brown, right, newly appointed general 


n store 
e to Sagi- 
; today at 
elow. Of 
le cities. 


Ss CO. 
\ichigan 
n last page 


sales manager of Protectall Safes. 


A pyramid of steel frames from modular desk units by Eisen 

Brothers is part of the dramatic display of Chas. B. Nathan, 

0 Inc., In New York City’s Grand Central Terminal. It’s esti- 

condition, % = mated that 150,000 commuters pass the office furniture dis- 
+a - play each day. 

| carloads 

D. C. Un- 


Bearded Bill Box, greeting card designer, started something 
new when he appeared for a personal autographing session 
at J. W. Robinson’s department store in Beverly Hills, Calif. 
His host was Robert Thomas, stationery department buyer. 
The reception and the stimulation of card sales were described 
as most gratifying. 





MODERN STATIONER, FEBRUARY, 1959 69 













































T.M. Reg 
U.S. Pat. Off 






IF YOUR AIM 
IS ECONOMY 


WRITE WITH A 


MONGOL [ 


You'll recognize this pop- 
ular quality pencil by the 
bull’s-eye marking... 
“F” stands for FIRM. 
MONGOL’s exclusive “F” 
lead is soft enough for 
smoother writing... firm 
enough for longer life. That 
spells economy! 

LOOK FOR 
MONGOL'S “PENCIL WEEK” DISPLAY 


WOODCLINCHED <#@> EBERHARD FABER usa 








110th Anniversary, 1849—1959 


EBERHARD FABER 


WILKES-BARRE, PA. © NEW YORK @¢ TORONTO, CANADA 
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Globe, Map Catalog 

The George F. Cram Co. has issued a 
complete new catalog of Cram Quality 
Globes, Maps and Atlases. The new cata- 
log, No. 68, full and offers 
a complete range of sizes, styles, prices and 


uses color 


colors. 


Office Accessories B 
A 20-page 1959 Wescosa catalog of 
office accessories containing many new 


items has been published by West Coast 
Sales and is available to dealers 


Slide Rule Booklet Cc 
A new and readable booklet telling how 
to select a slide rule has been put out by 
Keuffel & Esser Co. Entitled “Slide Rule? 
May I Help .. .,”” the two-color, 24-page 
guide describes slide rule scale designs and 
arrangements, the fine woods, glass and 
synthetic materials used in rule construc- 
tion, and teaching aids and accessories 


Postal Rate Chart D 

A chart for simple computation of 
postal mailing weights for booklets and 
envelopes is being by Ecusta 
Paper. The chart booklet sizes 


offered 


covers 





from 3” by 6” to 9” by 12” and fron 
16 pages to 128 pages ile giv 
at-a-glance costs of mailin 


. the . dg 
also points up the advant of 
weight paper in reducing 1 






Filing Ideas 

Cel-U-Dex Corp. 
catalog a manual of filing 
information as well as 
transparent indexing aids 
While the catalog is designed tg 
terest the consumer, the company sayy 


direct orders will be accepted from 
sumers unless they include the n 

a dealer who will deliver the merd 

to them and bill for it. 


has made 


a Cc 
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Plastic Products Catalog ef 

Kingsbacher-Murphy Co. has relgaie 
a 1959 catalog with photographs and& 
tailed descriptive and price information 
on the entire K-M line which includ. 
albums, binders, looseleaf protectors, co 
vention badges, card holders, vinyl iter 
and a variety of other plastic produc 
Included are several new products a 

















information on K-M’s new _packagin, 
concept. 
— 
Whiteprint Guide ¢§) mo 
A new 16-page guide to whiteprin 
equipment and its various applicatior 2 
is offered by the Ozalid Division 
General Aniline and Film Corp. Ti 
booklet includes product photos a 


a list of specifications for each mode 
Each machine is described 
its particular advantages, 
and distinguishing features 


in terms 
application 





\ 
c BIGGEST AND \S 
MOST COMPLETE 
COLLECTION OF 
NEW DESIGNS 


















EVER TO HIT 

THE PAPER 
HOSTESS 

ACCESSORIES 


IT’S HERE! — 


A_MONUMENTAL ACHIEVEMENT BY HOUSE of PAPER 





TO SUPPLY 


PAPER HOSTESS ACCESSORIES 


of QUA 
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TODAY’S DEMANDS FOR 


LITY and DESIGN 
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modern steeleraft... 


° 8 ; . , . - es - 


Series 100 and 200 — Full Suspension Files 


® 10 Roller Bearing heavy duty full suspension cradle 


Newly designed finger-tip control follower block 


Symphonic lustrous permanent finishes of olive green or 
modern grey 
Rugged construction with 6 reinforced uprights 























g a 
1as ® Beautifully designed with solid aluminum hardware 
phs @ Made of heavy gauge steel for lifetime service 
informatio: @ Available with thumb latch upon request 
ich imeluds @ All models available in letter or legal sizes and with 
tectors, con plunger locks 
vinyl iter 
iC product Puzzled on how to turn shoppers into customers? .. . Then feature MODERN STEELCRAFT—the profit making line. 
roducts ani Made by a company specializing in files for over half a century. Built with features that clinch sales and priced to 
packagin give your customers maximum value . . . not to mention maximum profit for you. 
Write for our new 1959 catalog showing our full line of easy 
pe selling, high profit office furniture. 
cj modern steeleraft inc. 
whitepriat 
icatine ’ 
applicatie 1 12973 Cropsey Ave.-B’klyn.14,N.Y. 
ivision 
Corp. Ti - - = for more details circle 136 on last page 





photos an 
each mode 
in terms of 


eT SCHWAB features protit.. by 2 
| THE PRESIDIO 


Safeguards the Heart of Business 


insulated 


blueprint 
file 











in your business ... makes a permanent 














personalized impression... 


25 years of continuous engineering and 
volume production of ‘'Point-of-Sale" 
Stamping machines. You can own a 
precision built — easy to operate — 
low-cost unit which can be amortized in 
your first season. Models from $59.75 


y _ THE SUPER REGAL 


@ THERM-A-MATIC HEAT 





CONTROL 
@ AUTOMATIC, NO-WASTE 
A Fireproof and Burglar Proof Plan Drawer Unit. FOIL FEED 
Provides maximum protection for valuable drawings, trac- @ SELF-CENTERING TYPE 





ings, blueprints, and maps. HOLDER 
Furnished in two-, three-, four-, and five-drawer sections. e ——— WORK 
y Holds any size sheet up to and including size of 42” x A 
x 30”. Removable partitions and dividers for any size sheet © MANY pane 
}) 4 available for each drawer. eee 


Finish: Green or Gray — Smooth, Hammerloid. 
\ a GUARANTEED PROTECTION INSPECTED: For 1 Hour—1700 | 
ae Patent Applied for 

Write for information 


SEE THE ENTIRE LINE OF FRANKLIN IMPRINTING MACHINES AT 


THE CALIFORNIA GIFT SHOW 


ER | Room 2300 Biltmore Hotel Los Angeles January 18-23 
S C a W A & e WEST COAST REPRESENTATIVES 
Pitnplio ETTBARR COMPANY 














SAFE COMPANY Manufacturing Corp. 2251 Lincoln Ave. 
| Altadena, Calif. 
n last pog LAFAYETTE, INDIANA Norwood, Mass. adena, Vall 
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: eT ee : : coe May 1-4 — National Office FP 
OR } . ? nie a Assn. Convention-Exhibit, Miami 
eae Se - 4 Fla. q 
% Sg EN May 2-5 — National Art Materials 7 
Pe. "At aS Assn. convention and show, Stgie 
Rae CAAA . ¢ Hotel, New York City. 
eee eae: NA 8 cans ey 


May 10 — Mother's Day. 


KIDS ba T C Q May 8-9 — NSOEA District 4, 
ana Hotel, Miami Beach, F 
PREFER i oy ar S Jan. 25-28 — Washington Gift Show, agra pr ges " 
Hotel Willard May 15-16 — NSOEA District 10, Wj 


Feb. 1-12 — Chicago Gift Show, La ern-Skies Motel, Albuquerque, N. M.§ 
Salle and Palmer House Hotels May 17-22 — New York Static 
Feb. 16-20 — National Stationery & Book Show, Hotel New Yorker. 
Trades Fair, London, England May 18-19 — NSOEA District 14, Dg 
Feb. 23-28 — Pencil Week ert Inn, Las Vegas, Nev. 
Feb. 22-27 — New York Gift Show, May 22-23 — NSOEA District 11, Olyp 
Hotel New Yorker, Trade Show pic Hotel, Seattle, Wash. 


Building. 
* May 24-27 — Annual Convention By 
~ — S y : » H H 
March 2-4 WSA School & Art Sup hibit, The Stationery and Office 


plies, Stationer & Sundries Show, for Gr c : 

elicits ‘Meth Sica “Welas Mew ment Guild of Canada, Montreal, 
York. May 25-26 — NSOEA District 

March 8-12 — Boston Gift Show, Hotel Yosemite National Park, Calif 
Statler and First Corp. Cadet Armory. June 1 — New England regional Whok 

— greed _ yp oer Gift Show, sale Stationers Assn. conference, Som 

otel Benjamin Franklin. erset Hotel, Boston. 

March 20-23 — Offureps Eastern Office J ‘ 5-6 canna ie 
Furniture Show, New York Trade Show — a oP os : District 7, Hotd 
Building. Duluth, Duluth, Minn. 

| March 29 — Easter Sunday June 8-9 — NSOEA District 6, Nipper: 

Children's Educational Games 29c} | April 17-18. — NSOEA | District 5, ae Se: ees Ss 

French Lick Sheraton Hotel, French June 12-13 — NSOEA District 2 


Lick, Ind. Otesaga, Hotel, Cooperstown, N. Y 
ad April 20-21 — NSOEA District 9, Stat- : Te 
Ed U Cards Mfg. Corp. jie ecg ting — ’ June 15-16 — NSOEA District 13, Gros 


13-05 44th Ave., Long Island City 1, N. Y April 27-28 — NSOEA District 8, Mueh- ingers Country Club, Ferndale, N. Y. 


for more details circle 119 on last page lebach Hotel, Kansas City, Mo. Sune 20 = Father's Day. 
: June 24 — Canadian regional Wholesale 
Stationers Assn. conference, Westbuy 


H Oo W A bk D | Hotel, Toronto. 


PERSONAL ; | _¥ 
| M p sa ! N T CLASSIFIED SALESMAN WANTED. Several territories 


open for resident men to call on com 
mercial stationery trade for ag 
E Q U | p M i | T wholesale distributors selling nationally, 


Contact - Utility Wholesale Stationen 
Deadline for classified advertisements 641 West Lake Street, Chicago 6, Illinois 
is = Geiconth of the Sad month pre- 2-59 
cedin; e mon whic e ma azine 

PROMOTES GIFT SALES OF: is issued. RATES: 25¢ a word, Min 
Order: $5.00. Names and address are "$0 
Xmas Cards — Book Matches — Writing be included in the count. Initials or sets ge - ~ New. : interes i 
Papers — Lead Pencils — Paper Napkins of figures are to be counted as one word. Florida: Doouisi Michiaeas a = 
— leather Goods — Playing Curds — diana. ' Write Sales Manager ROTH 
Gift Items — Fountain Pens. ‘ a CARDS, Box 738, Glendale 

















Always Something NEW 



































SALESMEN WANTED 








GREETING CARD SALESMEN: Hebrew LINES WANTED 
Write — “ial _— —_. ae. “let 
other Jewis occasion cards — oldes 

for company in the field — has openings in Top Line salesman with solid ae 
details! South and Southwest. Wonderful side- of twenty years in all leading ¢ 

| line for men with intensive coverage of ment and chain stores in Philadel 
retail card & gift shops, stationers, Baltimore, Washington area will b 
dept. stores. Liberal commission. Write terested in one or more established 
present lines & specific coverage in of merit in Spring of 1959. If inte! 
first letter. Box 214, MODERN STA- in soeuctve. a. address Box 
TIONER AND OFFICE EQUIPMENT MODERN TIONER AND 
DEALER, 405 East Superior Street, EQUIPMENT 1 DEALER. 405 East Sup 
Duluth 2, Minnesota. 2-59 Street, Duluth 2, Minnesota. 














AGENTS-DEALERS WANTED FOR SALE 
RUBBER STAMPS, made to order, 50 
discount. Rubber type chart and inf 
Universal Rubber wae Co., 4718 18t OFFICE FURNITURE STORE, % 

i Ave., Brooklyn 4 = + $300, a Yearly Von a 
s Angeles Location . . wher Ti 
Howard Stamping - .. . GOOD FOLLOWING .. . Caml 
| Purchased for Inventory & Trucl 
M hi ( Territories open for active men to sell Box 217, MODERN STATIO 
acnine 0. magnifiers and — small optics. Good AND OFFICE "EQUIPMENT DE 
| commission. Enterprises, 114 405 East Superior Street, Duluth 








4445 W. Belmont Chicago, Ill West Scondway. Glendale. Calif. 2-59 Minnesota. 


for more details circle 125 on last page 72 MODERN STATIONER, FEBRUARY, 1 J 
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ISED PRODUCTS 


eco Products, Inc. — Filing equipment 
— page 56. 


Ad Sales Co. — Self-service shelving 





Addo-X, Inc. — Adding machine — page 
9. 


higner, G. 3., Co, — Index divider — 
— page 61. 


Amo Wood Specialties, Inc, — Easels 
— page 20. 


Angler's Co. — Briefcase — page 57. 


Bergstrom Paper Co. — Office printing 
papers — page 54. 


fwiman Corp., The — Store equipment — 


furroughs Corp. — Carbon paper pro- 
molion — page 22. 


CThw Ruler Co. — Measuring devices 
— poge 56. 


i Changepoint, Inc. — Pen set — page 
48. 

2 Clork, Keith, Inc. — Calendars — page 
7. 


Columbia Ribbon & Carbon Mig. -~ 
inc. — Duplicating master — page 37 


Croftint Mfg. Co., The — New paint-by- 
aumber set — page 46 


Cushman & Denison Mfg. Co, — Marking 
devices, clips — page 68. 


























117 Eaton Paper Corp. — Typewriter paper 


— 2nd cover. 


118 Eaton Paper Corp. — Expense and tax 


record — page 61. 


119 Ed-U-Cards Mfg. Corp. 
page 72. 


120 Force, Wm. A., & Co., 
ing machine — page 61. 


— Gomes — 





inc. — Number- 


121 Franklin Mfg. Corp. — Stamping machine 


122 


— page 7 


Eberhard Faber Pencil Co. — Pencil 


— page 70. 


123 Gibson, C. 8. and Co. — Albums — 


124 


125 


126 


127 


128 


129 


130 


131 


132 


page 6 


Globe-Wernicke Co. 
furniture — page 3. 


Metal office 


Howard {.mping Machine Co. — Im- 
printing equipment — page 72. 


international Paper Co. — Bond paper 
— page 4. 


Ketcham & McDougall, inc. — Phone ac- 
cessory — page 58. 


Koh-l-Noor Pencil Co. — Ball point pen 
— page 59 

Lindy Pen Co., Inc. 
display — page 21. 


Listo Pencil Corp. — Marking pencil — 
page 50 


— Ball point pen 


lowe, E. S., Co., 
page 5 


inc. — Chess sets — 


Master Addresser Co. — Liquid duplica- 
tors — page 57. 








MODERN STATIONER Nome 


133 Melind, Lovis, Co. — Signolure stamps 
— page 61. 


134 Merriam, G. & C., Co. — Dictionary — 
page 45. 


135 Schwab Safe Co., — Blueprint file — 
page 71. 







136 Modern Steelcraft, ine. — Steel files — 
page 71. 


137 Norcross, Inc. — Die-cut greeting cards 
— page 16. 


138 Olivetti Corp. of America — Portable 
typewriters — page 1!2. 


139 Plan Hold Corp. — Vertical filing 
equipment — page 58. 

140 Plymouth Rubber Co. — Rubber bands 
— page 52. 

141 Protectall Sofes — Insulated file — 3rd 
cover. 


142 Regency Thermographers — Heliograving 
— page 44, 
Div. 


143 Reynolds Decorative Foil Gift 


wraps — page 11. 


144 Roberts, Weldon, Rubber Co. — Erasers 
— page 55. 


145 Rowles, E.W.A., Co. Chalkboards, 
bulletin boards — poge 59. 


146 Saginaw industries Co. — Steel store 


fixtures — page 68 


147 Scripto, Inc. — Pen and pencil merch- 
andiser — page 42. 


(Continved on other side) 
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Note: Inquiries for items listed not serviced after 3 months from date of issue. 
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Sea 


106 
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This page is provided for your convenience. To obtain additional information on new prod- Ke 


ucts, trade literature and advertised 


number on the perforated card below, fill in your name, business address 


ADVERTISED PRODUCTS 


(Continued from other side) 
148 Stik-Tack Co. — Adhesive tape — page 


149 Testrite instrument Co. — Magnifiers — 
page 6 


150 Tuttle Press Co. — Paper specialties — 
page 55. 


151 United Cutlery & Hdwe, Prod. Co. — 
Security, cash and bond boxes — page 
54. 


152 Warshaw Mfg. Co., 
supplies — page 41. 


153 White & Wyckoff Mfg. Co. 
notes — page 49. 


Inc., The — Filing 
— Brief 


154 World Publishing Co. — Dictionary — 
page 15 


155 Write, Inc. — Carbon papers, ribbons 
— page 59 

156 Acme Shear Co. — Shear merchandiser 
— page 53. 


157 Allen, 8. C., Business Machines, Inc. — 
Adding machine — page 62. 


158 Bee Paper Co., 
— poge 60. 


Inc. — Drafting papers 


159 House of Paper, Inc. — Paper hostess 
accessories — page 70 


160 Manhattan Office Equipment Co. — 
Used office furniture — page 6 


161 Montag Bros., 
— page 39. 


Inc. — Writing papers — 


162 Shachihata Industrial Co., Lid. — Stamp 
pads — page 67. 


163 S. K. Smith Co., The — Leatherette ac- 
cessories — page 65. 


164 Samuel Ward — Travel books — page 
67. 


165 Allen, 8. C., Business Machines Inc., — 
Typewriter — page 63. 


166 Graff, George B., Co. — Filing signals 
— page 60. 


NEW PRODUCTS 


Electric Stapler 
Teleprinter 

Shelf File Units 
Embossed Label Maker 


_ 


Utility Ball Pen 
64-Pack Crayons 
Stapler Merchandiser 


Audio Visual Sales Aid 


se nNnmlUCUCOtrmlC UC mC UCN 


Pen Merchandiser 
Cigaret Case 

Catalog Rack 

Office Machine Pad 
Throw-away Markers 
Colored Candies 

Ring Book Label Holders 








BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 665. SEC. 34.9. P.L.G&R., 


DULUTH, MINN. 


é 
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405 EAST SUPERIOR STREET 
DULUTH 2, MINNESOTA 
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23 
24 
25 
26 
27 
28 
29 
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Pocket Slide Rule 
Furniture Sales Kit 
Waste Baskets 
Office Pen Deal 
Folding Conference Table 
Follow-Up Folders 
Time Card Racks 
Star Chart 

Spray Finish 
Duplicator Ink Pouch 
Folding Chair 
Insulated File 

label Holders 

Ball Point Desk Set 


vOuRS FOR THE 


Glebe, Map Catalog 
Office Accessories 

Slide Rule Booklet 
Postal Rate Chart 
Filing Ideas 

Plastic Products Catalog 
Whiteprint Guide 
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10 0) < C PROTECTALL is doing now... 


INTRODUCING... 4 -4.0 
INSULATED FILE 


Protectall Safes, the line designed for prof- 
itable, fast-moving dealer sales... proudly 
presents a complete line of all-new 
insulated files. 


Smartly designed...scientifically con- 
structed ...10 unique sales features... the 
lowest priced quality insulated files on the 
market. 


Protectall’s insulated files fill all your cus- 
tomers’ record protection requirements. 
acelicraiol MMarT el oh icte Mil (-tMele-Meh Zelllelo)(-mia) 
3 colors—include 2, 3 and 4 drawer letter 
relate Ma -terel Musrele(-Ih Moll Macldadiile Mii Olate(-1e 
writers’ Laboratories Label. 


4 drawer letter file with J 
combination lock. Also 
available with key lock. 
Get your share of the profitable insulated 
file business ...a protection investment 
required by every modern business firm. 
Use the coupon for further information. 





j= 
push-button drawer handles... specially designed follower-blocks... \ | ¢~ 


ndividual drawer locking arrangements for V-position filing... [ 


PROTECTALL SAFES 


320 Fifth Avenue New York 1, N.Y. 





FACTORY: Hamilton, Ohio DISTRIBUTORS: New York City Washington,D.C Chicago Los Angeles San Francisco Tacoma 


PROTECTALL SAFES) 220 Fifth Avenue, New York 1, N.Y. 


C) J want more information on PROTECTALL SAFES 
[) Send me information on PROTECTALL’S NEW INSULATED FILE 


PROTECTALL SAFES. 


a Ce 


ee 





STREET ADDRESS.___ 


- - - for more details circle 141 on page 73 











Bulman-equipped interior of Spencer's, Inc., Gastonia, 


‘‘Bulman increased our business 50% 
in the first month!” 


Another pane customer reports on Bulman ‘‘Personal 
Planning’’. “Sales increased by 50% in the first month after 


installation of Bulman equipment”, writes A. M. Spencer, Jr., 
Cc. “Bulman 34,000 STORE INSTALLATIONS” 


“LEADERSHIP BUILT ON THE RESEARCH 


AND EXPERIENCE OF OVER 


vice president, Spencer’s, Inc. of Gastonia, 
planning and equipment increased our display space 35%. 
We feel that in the future we will be able to keep our shel 
stocked more easily and be able to do more business with less 
inventory.” Bulman “Personal Planning” and equipment pro- 
duced for Spencer’s, Inc. Your Bulman representative will 
show you how they can produce for you,too. Call him today 
or write Dept. M. 


THE BULMAN CORPORATION 
Grand Rapids 2, Michigan 
NEW YORK, FT. LAUDERDALE, INDIANAPOLIS, LOS ANGELES; 
Offices in principal cities 
Canadian subsidiary: Bulman of Canada (Store Equipment) Ltd., Toronto 


GRAND RAPIDS 


Wall shelving with glass case insert and perforated board Island display with level and sloped shelving 


- - - for more details circle 108 on 
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